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Preface 

The first edition of the Entrepreneurship (E-) 

Business Toolkit is spiced up with practical and real-

istic business concepts that strongly favour the Social 

and Commercial Enterprise sectors in terms of busi-

ness conception, planning, managing/expansion and 

marketing. Its ability to expatiate on certain challenging 

aspects such as: a step-by-step guide in elaborating a 

business plan (PART III) and a step-by-step guide in 

managing and Income Generating Activity (IGA)/

Enterprise (PART IV), instill the necessary skills and 

qualities in managers/entrepreneurs. However, these 

skills and qualities fleshes out the aspect of risks and 

uncertainty in conceiving, creating and managing a 

business idea from dream to reality through the devel-

opment of Entrepreneurial spirit. 

Drawing your attention to another interesting as-

pect of this edition   is the “PART II” that unveils 100

project/business ideas selected from over 15 indus-

tries nationwide, including their estimates and specific 

areas of investment. In order to develop any of these 

ideas, you need to be a business resource person to 

your own business and better understand your busi-

ness environment simply by just mastering and apply-
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ing concepts from the 6 sections of this book that will 

assist in either the establishment of a new business, or 

expansion of an existing business/enterprise.

The uniqueness of this book is ascertained from 

the ability to impact readers with enterprising skills and 

qualities that are not acquired within the school milieu. 

This is a very good management tool that plays a vital 

role in the sustainability plan of the Social Enterprise 

(NGOs, CBOs, CIGs and Associations). Indication 

shows that these enterprises face a lot of challenges 

spending 100% of their time and resources, fundraising 

from both national and international donour organiza-

tions that turn to be very competitive and the level of 

success is only about 25 - 30% annually. That means 

social enterprises needs to look for alternative means 

of sustainability as far as their programs and projects 

are concerned without 100% reliance on foreign Aid 

and to that effect, entrepreneurship is the key. All the 

same the Part IV section of this edition explains how a 

social enterprise can adapt an Income Generating Ac-

tivity (IGA)/ enterprise as a sustainability strategy un-

der its supervision without losing the focus of its social 

goal.

The PART I of this book unveils a new kind of 
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changed agent known as the Social Entrepreneur

whose works focus on creating impact and social value 

that is contrary to the long existed Commercial  Entre-

preneur who cares about making profit and establish-

ing new markets. Unlike  this part that focus on litera-

ture, other parts of this book are simply set of practical 

and realistic step-by-step guides that enable you carry 

out activities such as conceiving and elaborating a 

business plan, managing an Income Generating Activ-

ity (IGA), planning the marketing of your venture suc-

cessfully and funding resources for your business idea.

During the UN Summit on MDGs (22 September 

2010), entrepreneurship was voted as the most power-

ful force for creating growth which implies that each na-

tion must be responsible for promoting entrepreneur-

ship. There exist some enterprise promotion programs 

in Cameroon that support entrepreneurship but are 

surrounded by several practices and obstacles that re-

tard the growth of such programs. This book in Part I, 

state such obstacles and drawing an example from two 

of some most successful enterprise promotion pro-

grams known as: Imprenditorialita Giovanile (IG) S.p.A 

in Italy and Prince’s Trust – Business (PTB) in the 

United Kingdom. The success of these programs lies 
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on 18 best practices that will be uncovered as this 

book unfolds its contents. 

Therefore by comprehending and applying information 

from this toolkit properly to your own advantage you 

are developing a social entrepreneurial spirit which is 

done in four main stages: Pre-entrepreneurship, Bud-

ding entrepreneurship, Emerging entrepreneurship, 

Social entrepreneurship.

To assist readers familiarize themselves with the 

procedures of becoming a social entrepreneur, this 

book has been divided in to 6 parts that are spiced with 

the necessary skills to create and manage a business 

which involves the follows:

 PART I: The concept of entrepreneurship 

 PART II An overview of business Enterprise 

 PART II: A step-by step and detailed methodol-

ogy of elaborating a business plan

 PART IV: A step-by-step and a detailed methodol-

ogy of Managing an Enterprise/Income Generating 

Activity (IGA) 

 PART V: Marketing a business Venture 

 PART VI: platforms and Funding Resources for 

supporting Youths initiatives in Cameroon
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AUTHOR’S NOTE 

I am overwhelmed with delight and contentment to 

be honored with an opportunity that will leave my foot 

prints on this path of virtue for development which is 

most needed by my country Cameroon.  This note is 

entrusted to those who find it necessary to share in 

changing the current image of the National Economy. 

Investing to develop those enterprising qualities in 

youths to create and innovate for economic reform, as 

well as creating a sustainable environment for all, is 

the gate way to engineer economic development.  

Having been gifted with both fewer ups than downs 

in life, I have dedicated myself to long life learning 

through research and information sharing that has ex-

posed me to so many ideas. Thanks to the invention of 

the internet that facilitates learning in the absence of 

other opportunities.

Embarking on a business venture is always the 

greatest challenge to face due to the difficulties, uncer-

tainties and problems encountered in such undertak-

ings. However, this lays a solid foundation that consti-

tutes the integral part of success stemming from les-

sons learned through experience. All the same, there is 

always a solution to every problem we encounter and a 
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business venture/enterprise initiative is not left out.  

You may not have or have a business idea you want to 

implement without the knowledge on how to go about it 

and or, you may be running a business/enterprise or 

IGA for over 3,5,7 to 10 years in which 3 years is a 

strategic year for break even profitability and imple-

mentation of business expansion plans/strategies. That 

means you are lacking any of the following:

 Business conception skills,

 Business planning skills

 Business goal setting/strategic skills

 Business establishment/management skills

 Marketing/fundraising skills

 Business expansion skills

The only solution for your business is now within your 

reach. These skills are not acquired is schools. You 

just need a copy of E-BUSINESS TOOLKIT and you 

will overcome those problems.

This piece of work is realized as the efforts of my 

personal relentless research and real life experience 

especially on Enterprise/Income Generating Activity 

(IGA) management and elaboration of business plans. 

Other aspects in this book like Entrepreneurship and 
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Marketing a venture, are references and materials ex-

tracted from works of experts like Lochana Si-

jesinghe, Francis Chigunta, White and Kenyon, Ed-

ward Allen, Ediola Pashollari and  articles on web-

sites like  the youth Venture site at 

www.youthventure.org, score website: www.score.org, 

Center for International Private Enterprise (CIPE): 

www.cipe.org, Echoing Green website: 

www.echoinggreen.org/fellow and wiki/google books. 

The works of social entrepreneurs are mostly 

realized after experiencing series of pains and hard-

ships to get to the level where success is realized. My 

dream shall come true when each and every young 

Cameroonian becomes an ambassador for change by 

developing the entrepreneurial spirit and practically ap-

ply these entrepreneurship qualities to reform the 

economy for socio-economic and sustainable develop-

ment.

I cannot end without commenting on the efforts 

other people have been doing to foster the develop-

ment of Social entrepreneurship in Cameroon, Africa 

and the world at large which has enabled me have 

something to share with my peers in Cameroon. .          
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                                             KINDZEKA 

NESTOR

SOCIAL ENTREPRENEUR 

CEO/PRESIDENT FYCB CAMEROON

E-mail: fycbcameroon@yahoo.co.uk
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PART I

THE CONCEPT OF 

ENTREPRENEURSHIP 
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The concept of Entrepreneurship

In recent years, Entrepreneurship in general and 

youth entrepreneurship in particular has greatly 

evolved, taping the initiatives of alienated youths 

through enterprise education,  financing and business 

support service by governments bodies and other 

stakeholders, that has played an enormous  role in in-

tegrating those enterprising initiatives into the eco-

nomic mainstream for sustainable development. This 

has gone a long way creating a pool of opportunities 

for the unemployed and has greatly demonstrated 

benchmarking indicators in the fight against poverty, 

unemployment and dependency in both developed and 

developing countries. 

Definition of entrepreneurship: unfortunately there is 

no general agreed definition of entrepreneurship but 

indication shows that entrepreneurship involves the 

recognition of an opportunity to create value and the 

process of acting on this opportunity, whether or not 

involves the formation of a new entity.  (Suggested by 

Ediola Pashollari the SG of World Assembly of 

Youths), meanwhile Francis Chigunta in his final paper: 

(Youth Entrepreneurship: Meeting the Key challenges) 

defines entrepreneurship as “practical application of 
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enterprising qualities, such as initiative, innovation, 

creativity, and risk-taking into the work environment 

(either self-employment or employment in small start-

up firms), using the appropriate skills necessary for 

success in that environment and culture”. (Francis Chi-

gunta Wolfson College, Oxford university, England.)

This term “Entrepreneurship” is draw from the term

“Enterprise” which can be defined as an activity, a 

project or an industrious undertaking that creates a 

product or services to achieve an economic or social 

goal. There are essentially two types of enterprises: 

Business Enterprise which are run to make profit for 

a private individual or group of individuals. This in-

cludes small business. 

Social Enterprises, which function to create an impact 

with social services rendered to individuals and groups 

for the benefit of the community. 

Other related definitions in the field of entrepreneurship 

we are going to come across in this book involve the 

following:

Entrepreneur:  An entrepreneur is someone who has 

created or is in the process of creating a business en-

terprise.

Social Entrepreneur: A social entrepreneur is a new 
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and exceptional kind of Change agent in the society 

with ground breaking creativity who dream up and take 

responsibility for an innovative and untested idea for 

positive social change, and usher that idea from dream 

to reality. 

The Entrepreneurial Spirit: It is the spirit or mentality 

that allows the entrepreneur to create a business, to 

manage a business, to want to make progress and 

succeed, to work hard, and to learn more about busi-

ness. 

Overview of Entrepreneurship 

The promotion of this concept as a possible source 

of job creation, youth empowerment and economic dy-

namism in a rapidly globalizing world has attracted in-

creasing stakeholder policy in the economic sector, as 

well as scholarly attention in most developed countries.   

Indications shows that youth entrepreneurship has 

some economic and social value, such as allowing 

young people to pursue independent livelihoods, ca-

reers and an increase in self-esteem and happiness 

when enterprise promotion programs targets entrepre-

neurs in various disciplines such as Arts, Agriculture 

technology, engineering etc., giving them equal oppor-

tunities at all levels. This has however, greatly im-



19

pacted thousands of youths who emerge with innova-

tive and technical ideas in these domains and has re-

sulted to the development of new markets and even 

new industries which is the technical orientation of en-

trepreneurship. 

Speaking at the United Nation Summit about the 

Millennium Development Goals (MDGs) on Wednes-

day September 22, 2010, President Obama unveiled 

his long-awaited development policy and came down 

firmly in favor  of an approach that moves beyond 

dependency-inducing assistance, whose success is 

measured in dollars out and necessities delivered, to a 

development initiative that focuses on opportunities 

created, livelihoods improved, and sustainable growth. 

The President went further, calling for a focus on en-

trepreneurship as THE most powerful force for cre-

ating growth: “Every nation will pursue its own path to 

prosperity. Encouraging entrepreneurship requires es-

tablishing fair ground rules that are equally en-

forced and are responsive to a dynamic 

world. Policies that do so are best designed through 

democratic processes that engage citizenry, both pri-

vate sector and other civil society actors. 

The most powerful force for eradicating poverty and 
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creating opportunity is broad-based economic growth –

sustainable growth that comes when entrepreneurship, 

infrastructure, investment, and trade are encouraged. 

Over the long run, this kind of growth goes hand in 

hand with democracy and its institutions such as rule 

of law, transparency, and civil society. Still in that 

Summit, Jean Rogers the Director of CIPE Develop-

ment institute wrote in his article “’Unleash the force of 

Entrepreneurship” that was published on September 

22nd 2010, he wrote “Moving from poverty to prosperity 

requires more than aid; development must provide a 

path out of dependency.” (Jean Rogers Director of 

CIPE Development institute)

It has been noted that almost 65% of successful en-

trepreneurship/enterprise promotion programs in most 

of these developed countries is achieved due to clear 

cutting policies amongst the various stakeholders in-

volved. (Suggested by Walt Disney in his article Entre-

preneurship and policy making) Hence stakeholder in-

volvement and collaboration in the promotion of entre-

preneurship has a great impact on the economy as the 

benefit of this initiative has been noted for being a 

“give and take exercise” amongst the two parties 

(Stakeholders and entrepreneurs involved) (suggested 
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by an article known as “Emerging economic develop-

ment with youth Entrepreneurship” by………..). 

The stakeholders in youth Entrepreneurship has 

carefully been mapped by the Youth Employment Net-

work and involves actors in the following sectors: 

 Public sector/Government: line ministries 

(educations, labour, Chamber of Commerce & industry, 

youth. SMS and finance in particular)

 Private sector: Banks, small and Giant Corpora-

tions/companies, Business entrepreneurs, investors, 

and Insurance

 CSO: NGOs, Diplomatic missions, trade Unions 

and Associations

Other Stakeholders: Public or private media, enter-
prise promotion programs and donour agencies

This Youth Employment Network (YEN) was cre-

ated by the UN Secretary General in association with 

the World Bank and the International Labour organiza-

tion to mobilize and engage all stakeholders to pro-

mote entrepreneurship at all levels. 

Key Constraints of Entrepreneurship in Develop-

ing countries 

Developing countries can live to enjoy tremendous 

economic growth with entrepreneurship, giving the 
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abundance of human, natural and material resources 

that could be an increase in the creation of manufactur-

ing and services sectors with entrepreneurship. But 

however, poverty still remain widespread in these 

countries with indications showing  that there exist a lot 

of enterprise promotional programs that could enhance 

entrepreneurship but they fail due to the following key 

constraints: 

1. Key entrepreneurship educative constraints are: 

� General lack of introduction and adoption of en-

terprise education in schools; 

� Inadequate curricula and study programs; 

� Wrong learning methods; 

� Lack of trained/educated professionals; 

� Lack of career information and business possibili-

ties; 

� Lack of business and education linkages

� Lack of ICT infrastructure/capability.

2 key Administrative and regulatory burdens 

on youth entrepreneurs 

� Unsupportive tax regimes (system and tax lev-

els); 

� Socio-economic and political barriers 

� Business registration procedures and costs;
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� Bankruptcy Law: 

� Lack of support for entrepreneurship 

� Time and costs involved in insolvency proceed-

ings;

� Regulatory framework changes and lack of trans-

parency;

Key start-up financing constraints 

� Lack of personal savings and resources; 

� Lack of securities and credibility (for debt financ-

ing); 

� Lack of business experience and skills (for debt 

financing); 

� Strict credit-scoring methodologies and regula-

tions; 

� Complex documentation procedures; 

� Long waiting periods (time needed to decide on 

an application for funding);

� Lack of knowledge, understanding, awareness of 

start-up financing possibilities; 

� Lack of (successful) micro lending/-finance and 

seed funding.
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Business assistance and support 

� Lack of business connections: Business contacts, 

suppliers, suitable partners and networks

� Lack of knowledge of available business support 

services

� Lack of tailor made business training and advice 

for young start-ups

� Lack of trained counselors, development workers 

and adequate support agencies

� Lack of mentoring capacities

� Lack of work space and ICT infrastructure

� Lack of exchange networks forums and meeting 

places

� Lack of other business development services

However, the collaboration of these stakeholders ne-

cessitates an action to develop and implement the fol-

lowing:

� An individual stakeholder, tailor-made approach 

to entrepreneurship

� Institute enterprise education at all level to be en-

trepreneurially oriented

� Design and implement policies that favour the 

three staged of business establishment:

� Pre start-up 
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� Star-up

� Post stat-up 

� Invest in research, benchmarking and testing

� Carry out detailed evaluations and impact as-

sessments

� Balance speed with scale of impact and cost of 

implementation

� Focus on enterprise education

� Mobilize, activate and involve all major stake-

holders

� Close the gap between national policy and grass-

root, regional and local initiatives

Stages in Becoming an entrepreneur 

Being an entrepreneur requires some one with 

an inquiring mind that has an insight in what he/she 

want to achieve. The first transitional step of entrepre-

neurship begin a vision that puts in place a mission, 

followed by goals and objectives to be put in place for 

that vision to be achieved. These concepts s must 

have a link with each other in order to guide the vision 

carrier have a focus in the following analysis: 

Developing Vision: The vision set entrepreneurship 

initiative in motion. While the existence of a vision 

starts/begins with an individual who normally share the 
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vision with a team, that individual who initiated this vi-

sion 

become the vision carrier amongst the team members. 

However, there are many models of businesses that 

start with vision statements. 

Crafting a Mission: After the vision statement, a mis-

sion is crafted out, inline as the road map to achieve 

that stated vision! However, this form a strategy to 

back-up the vision and it is the most important because 

that is where the aspect of strategic planning comes in.  

Mission Mission Statement

Mission: a mission defines 
where the individual, organi-
zation is going now, basically 
describes the purpose, why 
this organization was estab-
lished

A Mission statement: tells 
you what the individual/
company is now. It concen-
trates on present; it defines 
the customer (s), critical 
processes and it informs you 
about the desired level of 
performance.

Vision Vision statement

A vision is that vivid or that 
perceptual experience of see-
ing a  mental image that re-
flects the optimistic view of an 
individual, organization or a 
company’s future

A Vision statement: outlines 
what a an individual, organi-
zation or company wants to 
be. It concentrates on future; 
it is a source of inspiration; it 
provides clear decision-
making criteria.
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Developing a Goal: the vision and the mission are not 

time bound but a goal is time bound. A goal is an 

achievable outcome within a period of time; they are 

abstract and long term.

Objectives: objectives are converted goal in to specific 

performance targets achievable outcomes within a 

short period of time.

The Transitional Approach towards Developing an 

Entrepreneur 

An entrepreneur is successfully moulded follow-

ing a transition that is affected from the primary stage 

to the advanced stage.   The essentials of these stages 

are to enable the entrepreneur acquire the knowledge, 

the skills, the resources and the expertise needed to 

operate successfully in a particular business environ-

ment overcoming business risks and establishing new 

markets for sustainable growth. These phases are 

classified in four main categories that constitute the 

phases of development which are:

1 Pre-entrepreneurs: This is transitional stage of be-

coming an entrepreneur. Being a probationer, the three 

key challenges facing pre-entrepreneurs who are just 

starting out in life on their own are 

� Choice: choosing what they want to do  
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� Promotion: promoting and  awareness of that 

career option and 

� Possibilities: for business start-up. 

Young people in this category largely require 

awareness and understanding of what enterprise is, as 

well as what it takes to own and manage a business so 

that they can consider self-employment realistically as 

a career option.  Analysis suggests that business start-

up for pre-entrepreneurs are likely to take the following 

stages:

a) The Formative Stage: This relates to the various 

factors (including environmental) that influence the de-

velopment of the desire to become an entrepreneur as 

well as attributes and attitudes that are highly corre-

lated with entrepreneurial success. At this stage, it is 

important to encourage young people to acquire appro-

priate entrepreneurial skills, motivations, attitudes, at-

tributes, behaviours, and values.

b) The Developmental Stage: This relates to the more 

specific learning and targeted skill development that 

will equip and prepare an individual to move to the 

start-up and launch of a business venture. These 

are learning skills and strategic skills. 

� Learning skills relate to the willingness and 
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ability of a person to acquire information, 

knowledge, and experience from the world 

around them that is relevant to their entrepre-

neurial success. On the other hand, 

� Strategic skills relate to how a person sees 

the world, envisions what is desirable, and 

identifies entrepreneurial opportunities in the 

world around them.

c) The Start-up Stage: This refers to the specific skills 

that are relevant for a successful entrepreneur who is 

looking to advance an entrepreneurial venture to a pe-

riod of growth and expansion. These are tactical skills 

for start-up. Tactical skills are important to conceptual-

izing a business, developing a business plan and es-

tablishing, launching, and operating a business. The 

start-up stage also requires access to credit or finance 

for youth entrepreneurs. 

2. Budding entrepreneurs

These young people are just starting to run their own 

business. The key challenge facing these youths are to 

increase the rate of survival and success in new busi-

nesses. White and Kenyon observe that growing or 

expanding an existing business is an aspect often for-



30

gotten in enterprise promotion programmes. It requires 

specific skills, knowledge and attitudes that differ from 

those of establishing a new business. 

� Tactical skills for Growth-these are skills that are im-

portant to moving a business into and through a pe-

riod of growth and expansion. They include busi-

ness management, management of business fi-

nances; time management; stress management; im-

proving sales; managing and reducing costs; debt 

recovery techniques; stock control techniques; mar-

keting; recruitment (employing the right people); risk 

management, and; negotiation skills (Weeks and 

Kenyon, 2000), 

� Access to working capital, and

� Advice (through such mechanisms as mentoring and 

business counseling 

3. Emergent entrepreneurs

The needs of emergent entrepreneurs aged 26 

years and above are largely different from those of 

lower categories of youth proprietors. Many of the 

emergent entrepreneurs, especially those operating in 

low income markets, are likely to be running enter-

prises that are not growing, with only very few graduat-

ing to the formal sector. 
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The major challenge facing these young adults is 

to transform their enterprises into commercially viable 

and competitive small businesses. Thus, their needs 

largely revolve around the following:

� Tactical skills for Growth and transformation.

Recognizing that certain skills are important for the 

entrepreneur to have, while others can be accessed 

or employed, we have divided these skills into two 

categories:

� Skills One Should Have: capacity to plan, commu-

nication, marketing, interpersonal, basic manage-

ment, quantitative/analytical, personal effectives, 

team building and leadership.

� Skills One Can Access/Employ: specialized man-

agement talent, advanced planning, specialized 

marketing advice/services, record keeping, legal, 

accounting, research, technical, financial/financing, 

information management, and so on. 

� Access to working capital

� Access to new technologies and equipment

� New product development and value addition.

4. Social Entrepreneurs

These are exceptional individuals that the impact of 

their works cut across several sectors ranging from so-
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cial, economic, cultural and political domains, and 

these individuals have the capacity to move the society 

because of their ability to:

� See potentials where other people see hopeless 

failures 

� Seer potentials where others see tragic conse-

quences

� See a future where other people can’t even begin 

to imagine

At this stage, the social entrepreneurs must have pos-

sessed what it takes to be an entrepreneur. The addi-

tional social aspect is that ability to ensure cross cut-

ting margins over the above mentioned sectors to 

achieve his goal. A social entrepreneur may not pos-

sess all the resources and facilities for his/her venture 

but possess preliminary plans on the following:

� How to acquire those resources,

� A  long term development plan 

� The management insight/capacity to implement 

the plans

Distinct from a business entrepreneur who sees value 

in the creation of new markets, the social entrepreneur 

aims for value in the form of transformational change 

that will benefit disadvantaged communities and, ulti-
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mately, society at large. Social entrepreneurs pioneer 

innovative and systemic approaches for meeting the 

needs of the marginalized, the disadvantaged and the 

disenfranchised – populations that lack the financial 

means or political clout to achieve lasting benefit on 

their own.

Qualities of a Social entrepreneur are:

� Ambitious: Social entrepreneurs tackle major social 

issues, from increasing the college enrollment rate 

of low-income students to fighting poverty in devel-

oping countries. These entrepreneurial leaders op-

erate in all kinds of organizations: innovative non-

profits, social purpose ventures such as for-profit 

community development banks, and hybrid organi-

zations that mix elements of nonprofit and for-profit 

organizations.

� Mission driven: Generating social value-not wealth-

is the central criterion of a successful social entre-

preneur. While wealth creation may be part of the 

process, it is not an end in itself. Promoting sys-

temic social change is the real objective.

� Strategic: Like business entrepreneurs, social en-

trepreneurs see and act upon what others miss: op-

portunities to improve systems create solutions and 
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invent new approaches that create social value. 

And like the best business entrepreneurs, social en-

trepreneurs are intensely focused and hard-driving-

even relentless-in their pursuit of a social vision. 

� Resourceful: Because social entrepreneurs operate 

within a social context rather than the business 

world, they have limited access to capital and tradi-

tional market support systems. As a result, social 

entrepreneurs must be exceptionally skilled at mus-

tering and mobilizing human, financial and political 

resources. 

� Results oriented: Ultimately, social entrepreneurs 

are driven to produce measurable returns. These 

results transform existing realities, open up new 

pathways for the marginalized and disadvantaged, 

and unlock society’s potential to effect social 

change. 

Overview of Entrepreneurship in Cameroon 

Like other developing countries, Cameroon’s aim 

to become a welfare nation (“Nation des Grand Ambi-

tion”) to reach a target “Prosperity for all”, still exist in 

spoken words and papers, hence applying it require 

cultivating entrepreneurial spirits in youths which as of 

now doesn’t exist.  Faced with the above mentioned 



35

general entrepreneurship key constraints as well as 

other socio-economic, cultural and political drawbacks, 

entrepreneurship has failed to take its course due to 

lack of stakeholder involvement, clear-cutting policies 

and democratic procedures that renders Cameroon’s 

grounds infertile for entrepreneurship and it’s related 

practices.

However, despite the attention drawn by the high-level 

of migration, high crime wave and brain drain amongst 

youths in Cameroon resulting from poverty, unemploy-

ment and misery, stakeholders still remain dormant 

with no systematic attempt to look in to these problems 

from the youth angle. The tendency has been either to 

discourage youths with the corrupt practices at all level 

or to stamp out the efforts of young people struggling 

to forge a livelihood through enterprising initiatives with 

unsupportive taxation policies, frustrating opaque legal 

procedures and other malpractices. This has resulted 

in the lack of an adequate understanding of the poten-

tial benefits of youth entrepreneurship as a means of 

improving youth livelihoods.

Context Analysis

In spite of the high level of poverty and unem-

ployment rate in Cameroon, especially amongst youths 
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graduating every year from the various six (6) state 

owned universities, other professional and vocational 

training institutes doted nationwide, little or no plat-

forms are being put in place to subsume the youths 

into the economic mainstream through enterprising ini-

tiatives for sustainable distribution of resources.   This 

image is created by the Cameroon’s educational sys-

tems that are mainly oriented on teaching administra-

tive, technical and professional skills to student, leav-

ing out enterprising skills that are most important in 

stimulating the creation of enterprises. 

The concept of Youth Entrepreneurship and its 

aspect of engineering the formation of enterprises 

could play a significant role in reversing the trends of 

the uprising unemployment and dependency amongst 

youths in Cameroon.  

Existing entrepreneurship Platforms in Cameroon

There exist potential platforms put in place by 

the government and other stakeholders that could sup-

port youth entrepreneurship (both emerging and emi-

nent entrepreneurs) like: National Employment Fund

(NEF), Small and Medium Sized Enterprises (SMSE) 

under the Ministry of small and medium sized Enter-
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prises. PIAASI Program under the Ministry of Voca-

tional training and employment, PAJER-U Program

under the ministry of Youths affairs amongst others, 

but however, these platforms are surrounded by obsta-

cles arising from economic, social, cultural and political 

barriers  as noted above, frustrating the efforts of the 

youths from getting involved in these programs. See 

PART 5 of this book for details about these programs 

and their funding criteria.

Another platform is being introduced by the As-

sociation for Democracy in Cameroon (ASDECA). This 

is still a new platform that was just recently introduced 

in Cameroon that could be a potential drive to youth 

entrepreneurship in Cameroon.    It will be important to 

see most of the funding criteria and other details of the 

above programs in “Part VI” of this Toolkit.

In other countries gigantic Banks, corporations/

companies, economic and financial institution are ideal 

promoters of entrepreneurship by supporting young en-

trepreneurs at all levels in order to expand the data 

base of their customers and create further business 

opportunities which will in the long-run be of benefit to 

them. But in Cameroon little platforms are existing with 

very little impact put in place by some companies/
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corporation, and no platform is well known to be put in 

place by the Banking sector to power the formation of 

enterprises apart from managing and maintaining exist-

ing clients and have no favorable policies for breeding 

emerging entrepreneurs that could possibly be their 

potential clients tomorrow.   

The above platforms could constitute entrepre-

neurship structures in Cameroon but the failure of 

these programs to re-enforce entrepreneurship 

Successful Youth Enterprise Promotion Pro-

grammes and ‘Best Practices’

This book is written is grounded on research 

based on both literature reviews and material from the 

Prince (Charles)’s Trust, Francis Chigunta (2003) 

OECD (2001), ILO (2000), White and Kenyon (2000), 

websites and other literature on youth. However, this 

book has selected two programmes that have success-

fully built the entrepreneurial skills among the youth 

which are:

� Imprenditorialita Giovanile (IG) S.p.A in Italy

� Prince’s Trust – Business (PTB) in the United 

Kingdom. 

All the same, the selection of these programmes does 
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not necessarily suggest that they are the only two suc-

cessful youth enterprise promotion programmes in the 

world. They have been selected on the basis of their 

strong performance on the following criteria: 

� Coverage

� Equity

� Sustainability

� Replication in other contexts

              (Source: OECD, 2001)

The success of these programs means that they re-

main the premier institution with specific focus on 

young entrepreneurs and coordinated programmes 

for training and start-up help among its mandates in 

Italy.  (Source Francis Chigunta 2002)

Below are the factors that explain the suc-

cess of the business start-up programmes initiated 

by the IG and the PTB.

Some 18 factors and Best Practices replicating the 

success of IG and PTB

An analysis of the factors responsible for the 

success of both the IG and PTB reviewed above sug-
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gests that the effectiveness of their youth entrepre-

neurship promotion programmes can largely be attrib-

uted to the following: 

1. Clear Objective. The success of the IG and PTB 

derive partly from dedication to a clear objective. 

The programmes do not attempt to combine social 

and economic objectives in the promotion of youth 

entrepreneurship. Many youth enterprise promotion 

programmes fail because of a multiplicity of objec-

tives.

2. Commercial Orientation. Both institutions have a 

commercial approach to their operations. They do 

not operate as ‘welfare’ or social services. As noted 

below, this has allowed them to develop a profes-

sional capability and technical competence that has 

been critical to the success of their youth enterprise 

support programmes.

3. Adequate funding. It is evident from the above re-

view that both the IG and PTB are well funded. Ade-

quate funding has allowed them to implement pro-

grammes that have significant outcomes on the tar-

get groups. Available literature shows that youth en-

terprise support programmes in many developing 
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countries fail due to, among other factors, inade-

quate funding. 

4. Well-trained and properly supported staff. Both 

the IG and PTB have established a professional ca-

pability in their operations. Their staff are highly 

trained and properly supported in their work. Lack of 

technically competent staff and/or staff that lack en-

trepreneurial experience is a major factor that ex-

plains the failure of youth enterprise support pro-

grammes in many countries.

5. Flexible and adaptable operation style. Both the 

IG and PTB have adopted or initiated flexible ad-

ministrative procedures and operational styles in 

delivering other supports to youth entrepreneurs. 

Rigid administrative procedures are a factor in the 

failure of youth enterprise promotion programmes in 

many countries.

6. Reliance on appropriate ‘micro’ delivery mecha-

nisms. Both the IG and PTB rely on regional and 

local delivery mechanisms in service provision. De-

pending on context, this has involved use of local 

and regional schemes (in the case of the IG) and 

private and public institutions such as universities 

and local authorities (in the case of the PTB). 
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7. Reliance on local business specialists. Both the 

IG and PTB rely on a network of local people with 

specialized business knowledge or experience to 

provide informal advice and training to youth entre-

preneurs.

8. Initiative-based. Both the IG and PTB do not at-

tempt to impose choice of enterprise activities on 

young people. The initiative to start an enterprise 

comes from the youth themselves which, as noted 

below, partly serves as collateral for the loan. As 

several experts observe, setting up young people 

as independent micro-enterprise owners, often in a 

line of business in which they have no prior experi-

ence with, and often without sufficient skill, is both 

high risk and a recipe for failure.

9. An ‘integrated’ package for youth. Contrary to the 

minimalist approach common in many credit pro-

grammes, both the IG and PTB provide a wide 

range of services to youth, including skills training 

and advice. This is based on the recognition that 

young people pass through various stages of transi-

tion and therefore tend to face problems specific to 

those transitions.
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10. Customer-centred loans. Although group lending 

model is a common feature of many micro-credit 

schemes, particularly those targeted at women, 

both the IG and PTB use an individualized ap-

proach in their lending policies. This approach is 

based on the particular needs of each individual 

youth. Although the financial packages offered by 

the IG and PTB tend to differ, conditions for access-

ing the loans are: the business plan and accepting a 

mentor.  Secondly, by focusing on individual youth, 

these programmes treat them as ‘clients’. This is in 

marked contrast to many youth programmes in 

many countries which treat youth as mere 

‘beneficiaries’. 

11. Proper targeting and selection. Both the IG and 

PTB, recognising that young people are not a ho-

mogenous group, make attempts to identify varia-

tions amongst young women and men in their skills, 

experiences, status, needs, aspirations and capac-

ity to obtain resources – all of which influence their 

ability to establish and run a small business suc-

cessfully.

12. Mentoring. Both the IG and PTB have strong and 

highly effective mentoring programmes that are de-
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signed to provide young people with informal advice 

and guidance on how to properly manage their busi-

nesses. This helps the youth entrepreneurs to over-

come the constraints of limited business experi-

ence, contacts and skills. Lack of ‘ethical’ mentors 

appears to be a major problem in many developing 

countries.  

13. Intergenerational transfers. Especially in the 

case of the IG, this involves a transfer of firms from 

older people to younger people. This practice allows 

youth to gain skills and experience in enterprise 

management.

14. Risk management. Through mentoring and other 

business support services, both the IG and PTB 

help young people deal with the risks that they face 

in running their enterprises.

15. Equity. In particular, the PTB encourages young 

women and men from all backgrounds, including 

those from ethnic minorities, to participate in its pro-

grammes. Its Mapping Disadvantage report identi-

fies areas where most deprived youth live. 

16. A supportive policy environment. As the rapid 

expansion of the IG in Italy illustrates, favourable 
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changes in the regulatory environment can have a 

positive impact on the youth entrepreneurs; 

17. The State. In both cases, the state, while not di-

rectly involved in managing the institutions and pro-

grammes, has played a key role as a major source 

of funds and creating a conducive environment for 

enterprise promotion. In the case of IG, the state 

owns over 80 percent of the shares, while the PTB 

also gets government funding.

18. Sustainability. Both the IG and PTB raise large 

amounts of funds for their operations and do not rely 

on a single source of external support, be it technical, 

organizational or financial. Their sources include pri-

vate sources and the European Union. The PTB, for 

instance, relies on high profile fund-raising and has its 

own internal investments. (Source Francis Chigunta 

2002/OESD 
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PART II

AN OVERVIEW OF BUSINESS ENTERPRISE FUN-

DAMENTALS AND 100 BUSINESS IDEAS TO IN-

VEST ON
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1 Definition:

A business enterprise is the activity of providing goods 

and services to consumers involving financial, com-

mercial, and industrial aspects.

2 Types of businesses 

An entrepreneur can choose or get involved in 

the 3 major forms of businesses from which any sev-

eral types of businesses and  concept can be derived 

and consist the following:

� Production: businesses that produce or create 

products (Farm products, animal products, manufac-

tured products)

� Commerce: businesses that buy and sell, 

“secondhand dealers” (a shop with stock and goods, 

bar, hardware store, print works, furniture repairs 

shop, shoe repairs shop, hairdressing saloons, res-

taurant etc.)  

� Service: those who sell their labor or skills (mason, 

tailor, plumber, builder, electrician, painters, cabinet-

makers and computer technician) or provide an in-

tangible service (MTN)

With these 3 forms of businesses, over 1 million busi-

ness ideas can be derived of which are classified in so  

many industries worldwide. In Cameroon an example 
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of such industries do exist e.g. like the Agricultural in-

dustry made up of several two major sectors : produc-

tion and agro food processing.  These sectors are 

made up of several businesses like crops production, 

animal production, corn flour, cassava, processing, 

palm oil extraction etc.

Some of the industries are highly underdevel-

oped in Cameroon unlike other industries like the agri-

cultural sector. A typical example of such industries is 

like entertainment industry which involves sectors like: 

the motion picture, digital production and the talent  

booking. In countries like Nigeria the biggest industry 

is the entertainment industry that involves a lot of peo-

ple. Some of the projects/businesses involved in these 

industries are highly under exploited in Cameroon:

2.3 Underexploited Business Concepts
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No Sector Area of 
activity

Entry 
Barriers

Opportunities Average 
investment

1 Digital/entertainment and motion picture industry
1.1 Digital Music 

Recording/ pro-
duction

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

Limited com-
petition

1.2 Events coverage/ 
Video Editing

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

Limited com-
petition

1.3 Multimedia/
digital & produc-
tion equipment 
rental

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

No competi-
tors

1.4 Talent booking/ 
freelance/
entertainment 
consulting

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

No Competi-
tors

Other business investment sectors that are highly underexploited are
2 Information and Communication Technology industry 
2.1 Internet commu-

nication center
Big cities     

metropoli-
tan areas  
and small 
cities

Highly 
competi-
tive, risk

Low risks

2.2 Call centers/ 
kiosks

Big cities     
metropoli-
tan areas  
and small 
cities

Highly 
competi-
tive

Low risks

2.3 IT Training 
centers

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

3 Decoration and handcraft and food processing industries
3.1 Decoration con-

sulting/ events 
service

Big cities     
metropoli-
tan areas  
and small 
cities

High, 
costs  
Risks & 
highly 
competi-
tive,

Highly de-
manded and 
good number 
of customers 
base

3.2 Food preserva-
tion/flour extrac-
tion from, plan-
tains, bananas, 
soybeans etc.

Big cities     
metropoli-
tan areas  
and small 
cities

Training  
and 
equip-
ment 
needed

Low competi-
tion and 
highly profit-
able
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2.4 Other 100 business ideas you can invest in 

(source National employment fund. 2010 publication)

No Sector Area of 
activity

Entry 
Barriers

Opportunities Average 
investment

1 Digital/entertainment and motion picture industry
1.1 Digital Music 

Recording/ pro-
duction

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

Limited com-
petition

1.2 Events coverage/ 
Video Editing

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

Limited com-
petition

1.3 Multimedia/
digital & produc-
tion equipment 
rental

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

No competi-
tors

1.4 Talent booking/ 
freelance/
entertainment 
consulting

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

No Competi-
tors

Other business investment sectors that are highly underexploited are
2 Information and Communication Technology industry 
2.1 Internet commu-

nication center
Big cities     

metropoli-
tan areas  
and small 
cities

Highly 
competi-
tive, risk

Low risks

2.2 Call centers/ 
kiosks

Big cities     
metropoli-
tan areas  
and small 
cities

Highly 
competi-
tive

Low risks

2.3 IT Training 
centers

Big cities     
metropoli-
tan areas

High 
costs & 
Risks

3 Decoration and handcraft and food processing industries
3.1 Decoration con-

sulting/ events 
service

Big cities     
metropoli-
tan areas  
and small 
cities

High, 
costs  
Risks & 
highly 
competi-
tive,

Highly de-
manded and 
good number 
of customers 
base

3.2 Food preserva-
tion/flour extrac-
tion from, plan-
tains, bananas, 
soybeans etc.

Big cities     
metropoli-
tan areas  
and small 
cities

Training  
and 
equip-
ment 
needed

Low competi-
tion and 
highly profit-
able
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No

Sectors and

activities

Opportunities
Average 
invest-
ment

Observation
Degree Region

Restric-
tion

1 Agriculture

1.1 Maize (1ha) XXX All Region Mountain 
and forest 
region

300,000

1.2 Cassava (1ha) XXX All Regions 500,000 Distinguish 
sweet cassava 
industrial

1.3 Tomato (1 
ha)

XXX All Regions Region in 
clay soil

1,600,000 Manpower 
Permanent

1.4 Potato (1 ha) XXX Centre, Northwest 
just in the center

Other Re-
gions

1,000,000 For more 
details, see 
the map edu-
cational

1.5 Pepper and 
cucumber

XXX South Central 
West

1,700,000 Idem Same

1.6 Horticulture XX All Regions 900,000

1.7 Tobacco 
(1ha)

XXX Eastern, Central 800,000 For more 
details, see 
the map edu-
cational

1.8 Onion 
(1000m2)

XX Far North 500,000 Idem Same

1.9 Other crops 
(ha)

XXX All Regions 1,800,000 Idem Same

1.1
0

Peanuts (1ha) XXX All Regions 300,000 Idem Same

1.1
1

Millet and 
sorghum (1ha)

XXX Far North 500,000 Idem Same

1.1
2

Rice (1ha) XXX Central, West, 
North West, Far 
North

650,000 idem

1.1
3

(1Ha) Beans / 
Soya (1 ha)

XXX All Regions 600,000

1.1
4

Wheat (1ha) XXX Adamawa For the 
record

1.1
5

Sweet potato X All Regions

1.1
6

Cocoyam and 
taro (1ha)

XX All Regions 300,000
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No
Sectors and

activities

Opportunities Average 
invest-
ment

Observation
Degree Region

Restric-
tion

1.17 Yam (1ha) XX All Regions 300,000 Long-cycle 
crops (6 to 8 
months)

1.18 Cane sugar 
(1ha)

X Centre, Littoral 
Centre Littoral

Idem Same

1.19 Cotton (1ha) XXX Far North Idem Same

1.20 medical plant XXX Forest Region For t re-
cords

300,000 mining until 
now (picking)

2 Bios and processing industry

2.1 Metalwork XX All Regions 300,000

2.2 Fabrication 
des cahiers 
Manufacturing 
specifications

XXX All Regions 1,500,000

2.3 bois Wood 
carving craft

XXX Tourist area 600,000

3 Agro Food

3.1 Grain mill and 
Moulinex

XXX All Re-
gions

950,000

3.2 Corn mill XXX Central, Western, 
Far North

Other Re-
gions

1,350,000 The largest 
cities of its 
proximity to 
markets in 
promising 
regions

3.3 Extraction of 
palm oil

XX Nyong and Kelle Other Re-
gions

4,500,000 Ensure regu-
larity of sup-
ply in other 
regions

3.4 Fabrication 
des beignets 
Making 
donuts

XXX All Regions 700,000

3.5 Manufacture 
of Garri

XXX All Regions 1,6000,000 Most closely  
be matched 
with the pro-
duction of 
cassava
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No
Sectors and

activities

Opportunities

Average 
invest-
ment

Observation
Degree Region

Restric-
tion

3.6 Mini pastry XX All Regions 1000,000 Les petites 
villes

3.7 Smoked fish XXX All Regions 700,000 S'assurer des 
approvision-
nement Secu-
re supply

3.8 Smoking chick XXX Centre, littoral 
Center, Coastal

Other Re-
gions

800,000 Preferably 
linked to the 
production of 
broiler chick-
ens

3.9 Manufacturing 
fruit juice

XXX Western, Central, 
Coast, Far North

Other Re-
gions

2,300,000 Ensure regu-
larity of sup-
ply

3.10 Manufacture of 
lollipops/Ice 
cream

XX All Region 1,800,000

3.11 Production of 
soybean oil

XX Far North 3,500,000 Demand 
equipment of 
a good ex-
traction rate 
and good 
performance

3.12 Traditional 
beer brewing

X Far North, North 
West

5,000,000

3.13 Manufacture of 
dairy produce

XXX All Regions 1,000,000

3.14 Smoked meat XX All Region 700,000

4 Maintenance

4.1 Tire repair XXX All Regions 1,600,000

4.2 Refrigeration 
and Air Condi-
tioning

XX Other Re-
gions

1,000,000

4.3 General Elec-
tric

XX Other Re-
gions

1,300,000
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No
Sectors and

activities

Opportunities
Average 
invest-
ment

ObservationDe-
gree

Region
Restric-

tion

4.4 Optical 
(eyewear fit-
ting, adjust-
ing)

X Centre, Littoral All Re-
gions

2,300,000 Application 
Technique 
and deep 
knowledge of 
the trade

4.5 Electronics, 
electrical ap-
pliances

XX All Region All Re-
gions

1,100,000 Activity deli-
cate special-
ized techni-
cian trained

4.6 Auto mechan-
ics

XX Far North All Re-
gions

2,200,000

4.7 Sheet metal / 
automotive 
paint

XX Far North, North 
West

All Re-
gions

2,300,000

4.8 Electric Cars XX All Regions All Re-
gions

1,500,000

5 Processing Chemicals

5.1 Homemade 
soap

XX All Regions 900,000

5,2 Manufacture 
of detergents

XX Regional Capitals Other Re-
gions

3,000,000

5,3 Manufacture 
of plastic 
packaging

`XX
X `

All Regions 1,000,000

5.4 Candle mak-
ing

All Regions 1,000,000

6 Distribution

6.1 Cold store XX All Regions 1,400,000

6.2 Butchery XX All Regions 1,200,000 Sub-saturated 
sector in 
Yaoundé and 
Douala

6.3 Smoked fish XX
X

All Regions 900,000

6.4 Smoked 
chicken

XX All Regions Small 
towns

900,000 Consumption 
in order
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No
Sectors and

activities

Opportunities
Average 
invest-
ment

Observation
Degree Region

Restric-
tion

6.5 Palm oil XXX All Regions 1,400,000 Periodic 
scarcity

6.6 Oil / Gasoline XXX All Regions 1,980,000

6.7 Polyurethane 
foam

XX All Regions Far North 1,500,000

7 Accommodation Dining

7.1 Snack Bar / 
Restaurant

XX All Regions 2, 600,000

7.2 Mini-
Restaurant

XXX All Regions 1,000,000

7.3 Mini Coffee XX All Regions 600,000

7.4 Lodge / Res-
taurant

XX Great Cities, 
county town

3,500,000

7.5 School can-
teen

XX Great Cities, 
county town

700,000 Periodic ac-
tivity for 9 
months

8 Textile Confection 8 Textile Manufacture

8.1 Knitting XX All Regions 2,000,000 Activity is too 
competitive

8.2 Tailoring 
workshop

XX All Regions 1,700,000 Activity is too 
competitive

8.3 Embroidery XX Centre Far North, 
Southwest, West, 
North West, Cen-
tral

3,500,000 Activity is too 
competitive

8.4 Spinning and 
weaving

X Far North, North 
West

500,000

8.5 Dye X All Regions 2,500,000 Preferably 
tourist cities

8.6 Carpet manu-
facturing

XX All Regions 2,000,000

9 Services

9.1 Documenta-
tion

XX All Regions 2,500,000 Saturated 
activity in 
Yaoundé
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No
Sectors and

activities

Opportunities

Average 
invest-
ment

Observation
Degree Region

Restric-
tion

9.2 Computer 
input/ acces-
sories

XX Major Cities Small 
Towns

4,000,000

9.3 Kiosk 
(newspapers, 
cigarettes, 
matches etc..)

XX Major Cities 600,000 Strong profit-
ability in 
major cities

9.4 Research cen-
ter /firm

X Major Cities 1,500,000

9.5 fiscal And tax 
law firm

X Major Cities 3,500,000

9.6 Accounting 
firm

X Major Cities 5,500,000

9,7 justice Bailiff X Major Cities 5,000,000

9.8 Auctioneer/ to 
auction things

X Major Cities 5,000,000

9.9 Photography 
studio

XX All Regions Major 
Cities

1,500,000 For profitabil-
ity, combines 
photo reports

9.10 Medical Of-
fice / dispen-
sary

XX All Regions Major 
Cities

5,000,000

9.11 Pro-pharmacy XX Major Cities Small 
Towns

3,000,000

9.12 Audio Produc-
tion

XX Major Cities 3,500,000

10 Breeding

10.1 Poultry 
(laying)

XXX All Regions 3,000,000 Training 
required

10.2 Aviculture 
(chair) Poultry 
(broilers)

XX Major Cities 3,500,000 Idem Same

10.3 Small rumi-
nants

XX Far North 2,000,000

10.4 Duck XXX Capital Region 2,500,000
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No
Sectors and

activities

Opportunities
Average 
invest-
ment

Observation
Degree Region

Restric-
tion

10.5 Pork XXX All Regions 3,500,000

10.6 Hatcheries XX All Regions Far North 2,000,000 Training re-
quired

10.7 Beekeeping XX All Regions 2,000,000 Training re-
quired

10.8 Cattle X Far North 3,500,000 Eviter les 
régions de 
mouche tsé-
tsé Avoid 
areas of tsetse

10.9 Donkeys and 
horses

X Far North 5,000,000

10.1
0

Rabbits 
(rabbit breed-
ing)

XX All Regions 2,000,000 er to major 
cities and 
supermarket

11 Suitcases

11.1 Shoe Repair XX All Regions 600,000 Basic training 
needed

11.2 Shoemaking XX All Regions 2,500,000 Basic training 
needed

12 Aesthetic

12.1 Hairdressing 
salon

XX All Regions 1,300,000 Saturation 
Yaounde and 
Douala

12.2 Beauty salon XX Small 
Towns

1,500,000 Saturation 
Yaoundé and 
Douala

12.3 Barbing Salon XXX All Regions Small 
Towns

13 Fishery

13.1 Artisan fish-
ing

XXX Coastal areas 2,000,000

13.2 Semi-
industrial 
fishing

XX Coastal areas 4,500,000
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.

No
Sectors and

activities

Opportunities
Average 
invest-
ment

Observation
Degree Region

Restric-
tion

14 Forestry

14.1 Cutting wood 
craft

XX All Regions Far North, 
West, 
North 
West

1,800,000

15 Building construction

15.1 Plumbing / 
sanitary instal-
lation

XX Urban Areas 1,800,000

15.2 Manufacturing 
cinderblock

XX Urban centers 700,000

15.3 Cement 
blocks/ land 
stabilizes

XX Major Cities Small 
towns

1,000,000

15,4 Clay Block XX All Regions 400,000

15.5 Glazier  
(Glasscutter)

XX All Regions 500,000 Mostly ar-
round  con-
struction site/
areas

15.6 Residential 
Painting

X Central, West, 
North West, Far 
North

300,000 Mostly ar-
round  con-
struction site/
areas

15.7 Artisan Tiling XX All Regions 300,000

15.8 Sand Extrac-
ting quarry

XX Riparian Areas 6.500,000

16 Micro-Enterprise

16.1 Car mainte-
nance

X All Regions  (Big 
Cities )

Small 
towns

10,000,000

16.2 Distribution 
(meat, fish 
cold room)

XX All Regions (Great 
Cities)

16,000,000

16.3 Extraction of 
palm oil

XXX Littoral et Centre 
Littoral and Centre

7,000,000

16.4 Bakery XX All Regions 20,000,000
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No
Sectors and

activities

Opportunities Average 
invest-
ment

Observation
Degree Region

Restric-
tion

16.5 Carpentry All Regions Far North, 
North

20,000,000

16.6 Photo lab XX Major Cities 19,000,000

16.7 Perfumery / 
cosmetics 
(manufacture)

X Major Cities 20,000,000

16.8 Logging/ tim-
ber exploita-
tion

XXX Forest regions 20,000,000 Demand for 
high means/
licenses and 
administrative 
procedures 
significant

16.9 Extraction of 
new building 
stone

XX Rocky mountain 
areas

15,000,000 Application 
knowledge of 
the use of 
dynamite
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PART III

A STEP – BY – STEP & DETAILED METHODOLOGY 

OF ELABORATING A BUSINESS PLAN
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   What is a business plan? 

A business plan is a bunch of narratives that describes 

all the elements of your business and added to, is an 

aspect of financial statement that makes the road map 

of what we are describing youth business, your objec-

tives and how you are going to get there.

Elements of the business plan:

 A business plan will include 

 An executive summary

 Description of your product or your business

 How you are going to market it

 What market you are addressing 

 Operation plan

 Marketing and human resource plan

 A list of capital assets and investment required to 

start a business

 A set of financial statements

1.  Executive Summary

Overview of the business explaining the fundamen-

tals!
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1.1 Business Owner(s) & Product/Service

 Who are you and what qualifies you to operate 

this business?

 What is the product or service (brief description)?

1.2 Mission Statement

Briefly describe what you will do to be successful 

and guiding principles (service, quality, community 

focus, passion for the business, etc)

1.3 Company Structure

 State sole proprietorship

 LLC

 Corporation

 General Partnership

 Limited Partnership

Status of business (start-up, expansion of a 

going concern, take-over of existing business, 

franchise, etc.).

1.4 Target Market (s)

Who are the customers?

 Industrial

 Consumers

 Government
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 Is your business B2B (business to business), 

B2C (business to consumer), B2G (business 

to government), etc. Explain.

1.5 Current Opportunity

Why is the opportunity currently available to you?

 New idea or technology?

 No competition?

 Special skills?

1.6 Projection of Business Future

What is the future of the business?

 Limited (time), opportunity or timeless?

 Why?

1.7 Financial Summary

 Total amount of funds sought for venture: FCFA

 Total amount of estimated startup costs: FCFA

 Total amount of projected average monthly ex-

penses: 

 Total amount of projected average monthly reve-

nue: 

2. Market Analysis

Determine access to the market by studying the in-

dustry competitors and customer demographics (so 

you can choose a target market).
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2.1 Industry, Yesterday, Today and Tomorrow

 What industry does your product/service mix fall 

under? 

 What has this industry done in the last several 

years, what is it doing today, and what do indus-

try analysts (trade organizations) predict for the 

future?

 Who is the competition? If there are many it will 

be easy to enter the market, but hard to get sig-

nificant share- If there are few, it might be harder 

to enter, but you could gain significant share.

2.2 Demographics & Target Market

Do a thorough study of the population demographics 

in the market your business will sell in. Then, decide 

what type of person (target market) will buy your prod-

uct. Does the population demographic in your area 

have enough match well? Is there enough of this type 

of client (target market) in your area to have a success-

ful business?

Market Segments can include:

 Age

 Sex

 Income
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 Education Level

 Occupation

 Location (region, neighborhoods)

 Lifestyle (psychographics, hobbies)

 Business Organization (size, industry)

 Religion

2.3 Entry Barriers

 Are there barriers to entry? High entry cost? High 

risk and cost to get in, but limits the amount of 

competitors. Low entry cost, Low risk and cost to 

get in, but likely to have many competitors. Are 

there permits or regulatory approvals required?

 Are there other competencies you need to de-

velop? Are they easily achievable?

3. Marketing Strategy

Build strategy from core competencies (quality, 

speed, service, product, price, convenience, loca-

tion, etc.) The strategy is to tell customers what you 

will do better than the competition. Customer must 

be able to clearly see value.

3.1 Product/Service

Give a detailed description of your product or ser-

vice. Including photos creates a more powerful 
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presentation.

3.2 Sales Strategy

How will you get to your product/service to the mar-

ket? Direct sales, through a channel (distributor, 

manufacturer’s representative, retailer, internet)

3.3 Promotion

How will you promote your product/service to the 

customer? Examples are:

This goes back to demographics and figuring out 

what types of person (target market) will buy your 

product. So, what kind of advertisements does this 

person respond to the best?

3.4 Pricing Strategy

How you are going to price your product or service? 

Look at the competition’s price, what you believe 

your costs might be, and can you get the same price 

or a premium over the competition? One or some of 

the following pricing strategies may apply

Penetration pricing strategy

Price charged is set artificially low to gain market 

share. Once achieved, price is increased.

Skimming pricing strategy

Charging a high price because, you have a substantial 

competitive advantage. However, the advantage is not 
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sustainable. The high price tends to attract new com-

petitors into the market, and 

the price inevitably falls due to increased supply.

Follow-the-leader pricing strategy

Set price based on competitors (leads to “price 

wars”).

Variable pricing strategy

Price fluctuates, based on (changing) cost of pro-

duction.

Economy Pricing

No frills low price; the lowest possible 

regardless of what other are doing. Cost of mar-

keting and manufacture are kept at a minimum.

Premium Pricing

High price is for uniqueness about the product or 

service. This approach is used where a substan-

tial competitive advantage exists.

3.5 Web Strategy

What will you use your web site for? Examples: 

simply marketing, sales transactions, inventory, 

customer education, partner networking, etc.



68

3.6 Differentiation (Competitive Advantage)

This brings your entire marketing strategy together.

Why will you succeed? What will you do different than 

the competitors? These are called your “core compe-

tencies”, what you do well that perhaps the 

competition does not. List your core competencies. 

Examples would be superior service levels, excep-

tional quality, speed, better product or service, bet-

ter location, etc.

If there is enough differentiation, you can be success-

ful. If there is little or no differentiation, then you will 

usually need to rely on price to get business; not the 

best option for a start up business.

4.0 SWOT Analysis 

4.1. Strength: in area what does your expertise lie, 

those areas you can demonstrate excellence in. 

these can be professional knowledge, expertise or 

skills to be used in the course of executing the pro-

ject.

4.2. Weakness: what are those areas of impuissance 

you may possess that hinder the success of the 

business? Like lack of skilled persons, professional 

experience and others.  

4.3. Opportunities: what are the available chances 
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you can take advantage of to overcome your compe-

tition or to make a difference? This can mean a lot of 

things you have available or at your disposal. It can 

be that:

There is no competition 

Your multi-revenue services that can enable you 

adjust your prices

You have specialists available that you do not 

need to train special skills for the business

4.4. Threats: what are those weaknesses that could 

post a treat to your business? These may also vary a 

lot depending on the business initiative and the envi-

ronment that the business will operate e.g. planning an 

internet/documentation center in the rural area could 

be a very good business but surrounded by so many 

threats like no electricity, low mentality, no skilled per-

sons in that area, no market etc.

5.0 Risk and Opportunities/mitigation plan

Are there circumstances or probabilities for your 

business to encounter risks? 

If so, what are the possible risks that may be a 

threat to your business?

5.1 Various types of Risks

A) Internal risks (those situations that manage-
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ment can address)

 Management risk

 Resources risk

B) External risks (Natural events or situations that 

cannot be controlled

 Climate change/Weather

 Natural disaster 

5.2 Opportunities and litigation plan

What is your internal capacity to overcome manage-

ment and resource risks?

What plan do you put in place to mitigate internal 

and external risks from affecting your plan? 

6. Operations Plan

How product is made and/or services fulfilled and 

other core characteristics of your business:

6.1 Location

(Include complete address).

6.2 Operation

When business will or did open

Hours

Seasonal or not

6.3 Organization Structure

Sole proprietor, corporation, LLC, etc
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6.4 Employees

Number of employees needed.

List each position and what its primary responsibili-

ties will be.

Type of employees needed (special skills, knowledge v   

r education).

6.5 Space

For production needed

For people needed

6.6 Capacity:

How much product/service can you provide in a 

certain time frame?

6.7 Critical Suppliers.

6.8 Financial system.

Hire a accountant or do it yourself?

6.9 Computer system.

You will need some sort of business system, even if it 

is manual to begin with. List what it will be and what it 

will need to do.

6.10 Equipment and other permits

6.10.1 Equipment

Computers

Tools

Fixtures
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Displays

Vehicles

List everything you need to conduct business!

6.10.2 Permits and Licenses

Permits

Licenses

6.10.3 Insurance

Type

Coverage amount

6.10.4 Contracts

7. Implementation Table:

This plan shows how the activities will be implemented 

including the time/period and the dates each activity is 

going to take place as shown in the table figure below

  8.0 Financial Plan

Explain your financial strategy.
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8.1 Product and Service Pricing

List all of your products and services and how they will 

be priced. Then, list how many you will sell each month 

for the first year. Add these totals to your cash flow 

projection.  See the example of a poultry business pric-

ing in the following figure. 

8.2. Capital Requirement

It is always necessary to state the capital required for 

the complete development of you business e.g. The 
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total sum required for the complete development of this 

business is 20,000,000 FCFA. After the required 

amount of funds needed it is always necessary to show 

the figures in a tabular format as shown in the table be-

low:

After this state the total amount requested for business 

start-up and when you intend to provide an exit for the 

business loan e.g. out of the above stated amount, we are 

seeking the sum of 15,740,000 FCFA from your entity to 

start-up this initiative of which we will provide an exit of 

the loan within 3 years through monthly principal interest. 

8.3. Pro-forma open day balance sheet for your 

business.

After doing all your projections it is necessary to draw a 

pro-forma open day balance sheet as show below
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8.4. Budget/Proceed use This section details the 

uses of the total amount of funds required for your 

business initiative. This section requires you to be 

very careful when doing your projection. These pro-

jections are shown in the table below.
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8.5. Funding Source(s)

Explain where you intend to obtain funding and how 

much you will receive from each source. 

Location

Amount

Location

Amount

Location

Amount
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8.6. A 3 year Financial forecast

Designing the future of you business can be a very funny 

and challenging exercise to do. However businesses that 

operate without these projections are likely to fail and 

these projections can be done as illustrated  in the table 

below.
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Sample Financial forecast In an IT Business plan

Appendix Pro-forma Cash Flow Projection 

Appendix A: Cash in flow Statement
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Cash out Flow Statement
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Appendix B: Competitive Analysis

Take a look at your most prominent competitors 

and rate them on the following characteristics. 

Now you have done that, decide how you will 

make your business appear different (better) to the 

public, by rating how you want to be.

Factors You
Competi-
tor 1

Competi-
tor 2

Competi-
tor 3

Competi-
tor 4

Com-
petitor 
5

1. Products

2. Price

3. Quality

4.Product 
selection

5.Customer 
Service

6.Product 
Service

7. Reliability

8.Abilities: 
Services Of-
fers

9. Image

10. Location

11.Atmospher
e
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Factors
Yo
u

Competi-
tor 1

Competi-
tor 2

Competi-
tor 3

Competi-
tor 4

Competi-
tor 5

12.Appearanc

13.Sales 

14.Credit 

15.Availabilit
y

16.Manageme

17. Stability
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PART IV

A STEP – BY – STEP & DETAILED METHODOLOGY 

OF MANAGING AN ENTERPRISE/IGA (INCOME 

GENERATING ACTIVITY)
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MOST IMPORTANT AND STRATEGIC QUESTIONS

What is an IGA?

WHAY DO I WANT TO DO AN IGA

CAN I DO AN IGA? 

HOW DO I DO AN IGA? 

WHY DO IGAs FAIL? 



84

1. What is an Income Generating Activity (IGA)?

1.1 Simple Definition 

IGA is an enterprise that generates income from capital 

provided by shareholders and/or institutions. 

This definition involves key terms which are analysed 

in the following way: 

1.1.1 Key term: Income 

Income is money coming into the business either di-

rectly in cash or indirectly in goods or services that 

can be exchanged for cash (sold) at a later time 

(assets).

Money coming in which could be in  2 forms

Cash: e.g. daily sales

Assets: e.g.  Herd increasing in size

1.1.2 Key term: Capital 

Capital is the money or assets that are used to do the 

business with.

Before an IGA generates income it needs money and 

resources, often once it is generating income it needs 

this provided for a long while/indefinitely

It is incredibly difficult to do a good IGA without enough 

capital; IGAs cost money to start!

NB: DO NOT START AN IGA WITHOUT ENOUGH 

MONEY TO DO IT WELL
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1.1.3 Key term: Shareholders

A shareholder is someone who owns all or part of an 

IGA. There can be 1 or very many and their shares can 

be different amounts.

If a business is completely owned by a single person it 

has a single shareholder or is 100% owned by a per-

son 

Normally IGAs are 100% owned by a single NGO

1.1.4 Key term: Institutions 

An institution is a bank or donor who provides capital 

for the business

An institution is not normally a shareholder getting 

funding from institutions is excellent because they do 

not normally want a shareholding 

Get money without losing ownership or control over a 

business

NB: Banks are VERY under-used in IGAs

1.2 Why are banks good to use in IGAs?

Every IGA REQUIRES a proper business plan with 3 

year budget projects, full costing, market analysis, risk 

analysis and competitor analysis. However, this is con-

stantly updated as the business changes.

Banks are in the business of lending money to good 

businesses to allow them to expand
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With bank investment you expand faster while keeping 

control over the business

You still need to be wise, the interest rates need to be 

fair and the terms reasonable, and you need to know 

why you want the money

Build a relationship with your bank early and they will 

help you grow and develop your business 

1. 3.  Is an IGA a business?

YES

IGAs are always businesses. IGAs may have different 

priorities to other businesses. BUT they still face the 

same challenges and same difficulties

IGAs need to be better run than normal businesses as 

the owners of the IGA are less likely to be able to cope 

with financial losses from the IGA 

2. Why do I want to do an IGA? 

2.1 The wrong reasons to do an IGA 

Quickly make money

IGAs normally take time to develop

Make a whole community richer

IGAs normally benefit just a few people, perhaps 

100 people at most

To fund my entire project

VERY hard to do unless the project is very small
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You see a short term market opportunity you want 

to exploit however, short term market opportuni-

ties are normally failures, too many people start 

doing that business 

2.2 The right reasons to do an IGA 

To improve the sustainability of project funding. 

IGAs allow you not to be so dependent on do-

nors for your funding

To slowly develop a long-term business that can 

benefit a target group. IGAs like most business 

are slow and difficult; hence need a long term 

view 

You see a viable long term market opportunity you 

want to exploit

Long term views always make -up for better busi-

ness

NB: IGAs are best when you:-

Take a long-term viewpoint

Plan in great detail

Have a viable business model

Know what you are trying to achieve 

Are realistic about the time and effort needed

Have enough capital to develop the business
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Have the required and relevant business skills

2.3 Types of IGA 

There are 3 types of IGA which includes the following:

1. Pure Profit: Objective to make profit

2. Profit and Social: Make profit and help social need

3. Pure Social: Help social need

Most IGA failures are in the Profit and Social and Pure 

Social areas

Fact: Bad business fails

However, the types of IGAs can be analysed in the fol-

lowing way:

2.3.1 Pure Profit 

Normal business

Doing IGA to make profit which can then be used to 

fund any area of the NGO is ideal.

The social benefit of Pure Profit IGA is very consider-

able if money is used effectively to do a responsible 

business 

What is Profit: Profit = Income – Costs

2.3.2 Profit and Social 

A popular system applied by most enterprises which 

means doing IGA to meet a social need and make 

profit 

Normally the social need is the more important goal
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Very appealing to NGOs: do 2 good things at once

NGOs are normally anti-profit

2.3.3 Pure Social 

The most common system attempted by most NGOs is 

doing IGA to meet a social need. With this type of 

IGAs, profit not a major motive

Often IGA will be donor supported for the whole life of 

the project Way of boosting income for many people 

and the IGA will only lasts as long as donors supports 

it 

2.3.3.1 PROBLEM

A really big problem with Profit and Social IGA and 

Pure Social IGA: Profit = Income – Costs

The social element adds a lot of cost to the business in 

terms of higher salaries than competition and input 

costs in which

business will likely to be uncompetitive

businesses will find it very hard to make a profit

2.4 Who wants you to do an IGA? 

Basically almost anyone can do an IGA suppos-

ing he/she understands the concept very well and this 

is normally done through carrying out a research to be 

familiar with best practices regarding that particular 
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business concept.

Big question: most NGOs do IGAs because they 

are “encouraged to” by donors or because they want 

to meet a social need

You have to be really careful you are not pushed into 

doing a business you really should not be doing

Warning: A bad IGA will cost an NGO lots and lots 

of money

3. Can I do an IGA?

3.1 The golden rules 

IGAs are incredibly good things for NGOs to do; giving 

a sustainable source of funding that allows for con-

tinuing long-term work in a region

You can only do an IGA well if you have certain things 

in place or available to you

To do an IGA properly you need access to sufficient 

capital to effectively develop the business, a clear 

business case, and a good quality externally re-

viewed business plan including 3 year budget pro-

jections and detailed risk and market analysis.

The IGA must have a clearly defined relationship with 

the parent NGO; if failure happens who pays?

Donors need to be fully approving of doing an IGA, 
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even a small one, and fully aware of the benefits 

and risks in relation to the IGA, and agreement 

throughout your organisation is vital. 

You need to have the staff resources available to im-

plement the IGA including business experienced 

staff, which you may need to hire

3.1.1 Access to sufficient capital 

All businesses cost money to start and there exists  2 

main expenses in doing an IGA:

Money to buy equipment needed 

Money to cover cost of operating the business until 

making profit or covering costs: working capital 

is done

Businesses cost a lot of money to start 

Money has to come from somewhere usually donors, 

but if very good business plan might be able to get 

a bank loan for part of the money. Working capital 

often covered partially by bank overdraft facilities: 

short-term bank debt

Do not start a business or consider starting a business 

without enough capital available. The capital for the 

business cannot be promised money but actually 

money in the bank

The capital strategy available has to take into account 
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that the business might take longer and cost more 

than planned to start: you need flexibility in your 

strategy. 

3.1.2 A clear business case 

You need to know very clearly why you are doing the 

business you are planning to do 

Profit = income – costs

You need to know clearly how you are going to make 

profit. Ask the basic questions, like why are not 

more people doing this business and Who will be 

doing it in future? 

The business case will make a competitive business. 

Other businesses do not have all the extra costs of 

NGOs, so are more competitive  This is especially 

true of Profit and Social IGAs and Pure social IGAs

Unless you find a way of increasing income above 

competitors, e.g. by marketing, or reducing costs 

then you are likely to have an unsuccessful IGA be-

cause other businesses out-compete with you 

3.1.3 A good quality business plan including 

budget projections 

When an IGA fails or is failing it is always interesting to 

ask for their business plan and budget projections 

and normally they don’t have one, almost never 
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have 3 year budget projections!

Facts: 

You need a comprehensive business plan including 

3 year budget projections 

You need market analysis

You need risk analysis

You need competitor analysis

You need a clear business model

When written, to be externally reviewed by an expert. 

Fail to plan = failure

Some Frequently asked Questions

Q - But my business is very small! 

A- Great, it won’t take you long to do the projections 

and plan

Q – But most businesses don’t have a business plan!

A– The failure rate of start-up businesses in Cameroon 

is 75% within 1 year. Your choice

Q - But I don’t know how to write a business plan!

A – This Toolkit is ideal for you to have a better idea! 

Q -But it is a “Western” culture way of doing business!

A- Yes, but it works Your choice

3.1.4 Structure defined for IGA relating to NGO 

If the IGA is Profit motivated it really should be totally 

separate from the NGO but 100% owned by it
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If it fails as a company then it does not cost the NGO 

lots of money because it is not liable

Irrespective you need to clearly define the structure of 

the IGA relating to the NGO

The more separate the IGA is from the NGO; the better 

it reduces risk for the NGO. It means the IGA will be 

able to make business decisions without the NGO 

interfering

If the NGO is managing the IGA make sure the cost of 

staff at the NGO managing the IGA is accounted in 

the IGA own budget.

The structure must show the true cost of running the 

IGA 

3.1.5 Agreement from all parties including donors 

It is very important to keep donors aware and suppor-

tive of IGA activities but some may have a problem 

with it

Makes it much easier if the IGA is separate from the 

NGO under its own commercial management

If doing a social IGA then make sure social benefits 

properly explained as well as their full financial cost 

including NGO staff dedicated to project

3.1.6 The staff resources available 

NGOs core mission is fulfilling effectively their vision
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IGAs are usually not a core part of that vision

Have to be very careful that planning an IGA does not 

prevent the core mission being done effectively. It 

is better not to do an IGA than do it badly

You can only do an IGA if the resources are there to do 

it properly

Remember staff are expensive

Don’t make the cost of setting up the IGA be more than 

the likely benefit from the IGA: better not to do the 

IGA at all

3.1.7 The staff expertise required 

Most NGOs do not have staff with a track-record of 

business success 

This is required to do an IGA well. Hire the staff or 

don’t do the IGA. Training existing staff is very diffi-

cult, not recommended and very expensive

You need to have a commercial manager who has 

started businesses before

IGAs are not standard NGO work and many of the 

skills required are very different

NGO staff usually lack basic business skills such as 

being able to negotiate a good deal

Most NGO staff are bad at planning a business Get 

the right people for the right jobs
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4. How do I do an IGA?

4.1 Goal Setting 

Before doing an IGA you have to know what you 

are trying to do: what are your objectives in doing the 

IGA. This is vital when selecting which business to 

chose. If your goal is to make 1,000,000FCFA profit 

per year then do not chose a business that is likely to 

make 10,000F profit per month. Obvious, but people 

forget this! 

4.1.1 Financial Goal 

When defining what IGA activities to do you have to 

know what are your financial objectives in doing that 

IGA and how much profit do you plan to make after 

3 years per year?

When selecting the business this is vital Matching your 

financial goals to the right enterprise which can de-

liver them 

4.1.2 Time Goal 

How long are you prepared to wait for a business to 

provide the financial goal? For example: don’t invest in 

building a herd of cows if you need a rapid return on 

your investment. Starting a small restaurant is a better 
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business if you need a rapid financial return but more 

risk. 

4.1.3 Resources goal 

What resources do you want to commit to the IGA?

Finances

People

Material 

Some IGAs are very expensive to set up and take lots 

of people. However, it is advisable to choose an IGA 

that matches the resources you can afford to use. 

4.1.5 Social Goal 

If you have a social goal then you need to match the 

enterprise selection to the social goal

The enterprise you select has to be able to deliver your 

goal 

If you don’t have a clearly defined social goal but are 

doing a social IGA be very careful; how you will 

know if you are being a successful. Everything 

needs to be clearly defined 

4.1.6 Matching the business to the goals 

The goals are not independent of each other. If you 
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can’t find a business that matches your goals 

then either don’t do an IGA or change the goals

Better not to do the IGA and rethink the whole plan re-

garding IGA. Perhaps your ideas are unrealistic?! 

4.1.7 Drawing on existing expertise 

If you have specific expertise in particular areas look 

first for businesses in that area

For example if you are an animal doctor (Vet) think first 

about businesses in that sector: or if you are an IT 

technician, think of businesses in that domain: you 

know the business better 

Using existing expertise reduces business risk

Do not underestimate building on what you know 

4.1.8. Being realistic 

It is very important to make realistic choices about 

choosing an enterprise, get lots of information 

Meet lots of people doing the business

Every business involves taking risks

If it was easy, everyone would be doing it and be rich 

Businesses that cost little to start up in terms of money 

are said to “have a low barrier to entry”: it means 

that it is easy to start up a business of that type

Competition will be very serious
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The easier the business the harder it is to make a profit 

because more people do it 

Specific expertise, money, limited locations are all ex-

amples of barriers to entry that make it harder to do 

the business

For example supplying labour for beading garments 

has a low cost of entry as you just need contacts, 

rent a small building and your business can start

But running an airline has a high cost of entry because 

planes are expensive

4.1.9 Doing proper research 

People often have a business idea but don’t do 

the research properly whereas:

You have to look carefully at the market, the risks, the 

problems the benefits

You have to look hard at the economics and commit-

ment required: starting a business is very hard work 

Remember: IGAs are businesses. 

4.1.10 Making the business choice 

After all the goal setting and research you have 

to make the decision. 

This is not easy and the decision at this stage is to 

move to full planning of the business.
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Planning a business takes time and effort

Good research in this stage makes the next stage very 

much easier

4.2.1 Business Plan 

The key to doing a good business is planning it well 

Writing a business plan is SO important

Usually failed, businesses have bad business plans or 

no business plans

Remember once the plan is done it is VITAL to get it 

externally reviewed

The information has to be accurate in the plan

4.2.1.1 Introduction 

Every business plan has to have a good introduction

Details carefully the business you are going to do and 

why you are going to do it

A good quality summary

Business plans have to tell a logical story

Every chapter leads on to the next 

4.2.1.2 Identifying the need you are meeting 

This is very important that every business meets a spe-

cific need

A herd of cows for beef and more cows

A restaurant for hungry people

A soap company for people wanting to be clean
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But you need to be more specific as per what specific 

need are you meeting. For example: A fast food res-

taurant meets a need in a local area for people who 

don’t have much time to eat

You have to know exactly what your target market is

You have to know the particular needs of that market 

you are meeting 

4.2.1.3 Identifying how you will meet the need 

Having clearly defined the need, now you have to very 

clearly define how you are going to meet some of the 

need with your IGA

:Why you have a business opportunity

Have to be specific

Remember your business plan becomes your imple-

mentation guide 

4.2.1.4 Marketing 

Plan 

What is your plan for marketing and promoting your 

business?

Advertising strategy?

Promotions strategy?

Why the strategy you have chosen?

Give figures to avoid vague statements; give solid 

plans
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4.2.1.5 Market Analysis 

Critical!

You have to know exactly what market you are target-

ing 

You have to know how big that market is.

Do this by talking to existing companies, surveys, gov-

ernment figures.

Most people guess at what their market is

BUT you HAVE to know what your market size is.

4.2.1.6 Competitor analysis 

Most businesses start without a clear under-

standing of their market so they don’t actually under-

stand who their competitors are.

Who is supplying the need to your future customers al-

ready? Is it not being met?

You need to in details analyse who your competitors 

are.

Also ask the obvious questions: 

Do they make any money? 

Is what they do any good? 

Have others tried to get their market? 

Do they pose a threat to your business?

All this needs to be analysed and written in the busi-

ness plan 
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If competitors pose no threat then state that with 

your reasons

Usually competitors do pose a real threat

It is not just the current competitors; what about other 

people’s future plans

Ask around and put this in the business plan 

4.2.1.7 Risk Analysis 

What are the threats to your business?

What could go wrong?

Typically:

Weather 

Disease

Competition

Government

Leases

Contracts

Staff

Organisational

Donor policy

….running out of money!

All these threats fall into 2 categories:

1) Those you can reduce the risk from

2) Those you can’t

You can’t reduce the risk of the weather causing prob-



104

lems. But even those risks you can mitigate against by 

taking precautions.  

You have to realise very clearly how important these 

risks are, the actual threat they pose to the business 

and communicate that clearly in the business plan

Also you need to have in place a clear and effective 

risk mitigation strategy. A strategy to reduce the effects 

of any risks you identify. 

4.2.1.8 Milestones 

These are very important indeed

You need to clearly state what you expect when you 

expect it by setting targets. 

You have to make it clear what happens if you do not 

meet the targets; do you close the business? 

These tell you if the business is on track or not

Before starting a business you have to know exactly 

with time if the business is on track or not

Goals are vital

These have to be realistic

These are an important part of the business planning 

process 

4.2.2 Budget

This is normally the least liked part of the busi-
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ness planning process and people normally hate doing 

budgets because it is difficult.

The quality of the budget tells an outsider how likely 

the IGA is going to succeed.

Remember: A budget is a forecast of what you expect 

to happen financially. 

In business planning terms the budget is a de-

scription of how you expect the business to perform 

and how much money it requires/ will make.

Often the reason that you can’t do a good quality 

budget is because you do not have enough informa-

tion: go and get that information!

If you do not do a proper budget you are taking a sig-

nificant risk with the business.

Budget for 3 years is vital because it forces you to plan 

how the business is likely to develop.

Usually 1 ½ years of those figures will be difficult to 

predict, but you have to make the effort to work it out 

as well as possible.

By doing this you see how you plan the business to 

grow and what it requires.

IGAs have to be as well planned as any other busi-

nesses.

You have to make projections and remember costs 
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normally increase over time.

Income does not always increase over time

Figures have to be as accurate as possible 

If you are not planning to do an IGA for at least 3 years 

then seriously consider why you are doing the project. 

Business always should have short term (less than one 

year) objectives, medium term objectives (1-3 years) 

and long-term objectives (3 years +)

Your budget needs to reflect this. 

4.2.2.1 Cost projection for 3 years

All budgets should be done in a month-by-month for-

mat.

Categories of budgets include the following:

Sales and marketing

Labour and consulting (including labour costs of full-

time NGO employees attached to the IGA, eg Mr 

Sok Lai)

Office costs

Raw material costs

Factory costs

Plant and equipment costs

Corporate costs; accounting, corporate tax, and 

government 

Sales and marketing costs include: promotional ma-
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terial, advertising, signs

Labour and consulting costs include: Staff/future 

Staff salaries AND all the non-wage costs relating to 

their employment: employment taxes, benefits costs, 

but NOT office costs

Office costs include: office rent, telephones, com-

puters and other IT equipment, office supplies, electric-

ity. All the costs of running the office

Raw material costs: are very difficult to predict: tend 

to vary a lot, tend to be affected by things like fuel 

costs and demand can vary within even a single 

month: e.g. food for a restaurant.

Assume raw material costs are higher than present.

Useful to predict that raw material costs will increase 

30%, if your business still makes money with signifi-

cant increases in costs you have a good strong busi-

ness model.

Factory costs: similar to office costs, just for the fac-

tory. Don’t forget things like cleaning costs

Plant and Equipment: costs are very significant in 

manufacturing businesses.

The cost of these depends on how you finance the 

equipment.

Leasing is very attractive indeed financially, especially 
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when including maintenance: fixed cost per month, 

predictable. 

Corporate costs: these are often forgotten yet can be 

a big part of whether your business makes money or 

not. Include them in as accurately as possible

Government charges can make or break busi-

nesses: e.g. starting a company in Cambodia is very 

expensive

4.2.2.2 Income Predictions over 3 years 

This is the fun part: predicting how much money you 

will make! (Lots!)

Actually this is very difficult indeed to get it right

Make assumptions and be clear as to what those as-

sumptions are. 

How much will your business grow?

Always predict success will take time.

A business that is profitable after 6-12 months is doing 

well. 

By 18 months you ideally should be making enough to 

be starting to pay back the start-up costs. 

T5his varies a lot by business if you are building up 

your assets, like an animal herd, then you may deliber-

ately not plan to make a profit for several years. 

It is very important to be conservative and careful not 
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being too ambitious when making income projections. 

Assume your business after 1 year will be doing less 

well than other businesses doing the same thing.

Very few people ever plan sensibly to dominate a mar-

ket.

Expansion always adds in a lot of costs so your busi-

ness planning has to be careful.

Remember…

Business plans and budgets are dynamic, not static

You will revise the plan and budget figures often

Don’t be afraid of making detailed predictions

They will change but by making them you are clear as 

to what you are trying to do.

4.2.2.3 Capital required 

Now you know how much your business will cost for 

the next 3 years, AND how much your income will be 

for the next 3 years.

So then you should have a clear idea how much capital 

you require to start the company up

Remember: Capital often has a cost; interest payments 

etc. these can vary

Remember to have more capital available than you 

need: you need a safety margin



110

You won’t predict every cost nor know every future 

problem. Getting capital requires detailed planning 

may be from more than one source

It also requires that your projections for costs and in-

come are accurate

To do good business you need to have good plans. 

However, this reduces risk and forces you to under-

stand your business

4.2.2.4 Risk Analysis 

Very important indeed to do well

Simple to do

A few questions:

Costs increase, 10%, 20%, 30%, 40% 50%

Income decreases, -10%, -20%, -30%, -40%, -50%

Profitability takes 2, 4, 6, 8, 10, 12 months longer than 

planned

This shows how sensitive your business can change

If costs increase 10% and income decreases 10% and 

you then lose lots of money. Then you have a very sen-

sitive business and the business is VERY high risk.

You should ideally be able to cope with a 30% increase 

in costs and 30% decrease in income and this depends 

on the business.

The delay to profitability tells you how much more capi-



111

tal you may require. Ideally be able to access sufficient 

capital for a 6 month delay to profitability

This should tell you how heavy your cash burn is: i.e. 

how expensive is it to operate your business

Important to note: Good negotiation and getting good 

deals can hugely affect how profitable or otherwise 

your business will be.

NB: The heart of all good business is cost manage-

ment

Be good at planning and managing your costs and you 

will find everything else comes together SO much bet-

ter

4.2.2.4 Milestones 

The 4 Key milestones which are the predicted date in-

volves when:

A) You start the business

B) You make enough income to cover your costs

C) You make enough income to begin paying back the 

initial investment

D) You finish paying back your initial investment

4.3 Implement business 

4.3.1 Introduction 

Implementing a business plan is a lot of fun

Don’t rush it
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Be disciplined

Be sensible

Get advice how to negotiate

Be very clear exactly what business you are trying to 

build: stick to your course

4.3.2 Some Timing fundamentals 

Very important to get right and don’t rush

Only make good deals

May take time and patience to find the right location 

and right deal don’t panic

A bad deal at the start of a business will kill it before it 

even starts

Know very clearly what type of staff you are looking for, 

including their personalities

Delegate i.e. Let your managers manage

SO important to have the right people, from the most 

junior to the most senior

4.3.3 Final Approvals 

Make sure you have all the final approvals and govern-

ment documents you need to start the business prop-

erly before you start hiring many people and spending 

lots of money. Don’t forget to make sure everything is 

clear before you begin.

4.3.5 Commitment
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Starting a business is VERY hard work

It takes a lot of commitment and lots of hours of work.

It is never easy!

Be prepared to put in extremely long hours

Be determined

Starting a business will affect your personal life; be 

aware and realistic.

5. Why do IGAs fail? 

1) Lack of money

No surprise! Without enough money all businesses fail 

because:

Starting an IGA can be very expensive

Often financial management very poor too

Spend money on stupid things

poor management and poor cost control

2) Lack of clear objective

If the objective is social or profit and social then the 

IGA has to deliver properly these goals too

Very often the objectives are very general and vague

People in the IGA and NGO don’t know what the busi-

ness is all about

IGA does not meet its objectives because they are not 

clear as to what those objectives are

3) Lack of right staff
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FACT: Bad staff builds bad businesses. 

Critical aspect to the success of a business is to have 

the right staff.

If you have the wrong staff for the IGA it will fail

Often NGOs not good at hiring IGA staff they need to 

still be very talented people to do so

4) Unrealistic expectations

Many IGAs are started with expectations they cannot 

possibly be expected to meet

The IGA fails because it does not meet expectations it 

could never meet

Good planning should highlight this

NGOs can be very unrealistic about IGAs

The IGA might be a massive business success but still 

fail!

5) Inexperience

Linked to unrealistic expectations

People doing business they don’t understand and have 

not learnt about

Make lots of simple mistakes

Don’t understand the market for what they are doing

NGO may be inexperienced in delivering good IGAs so 

make bad key decisions

6) NGO policy
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IGAs are always subject to the policies of their NGO

The NGO may try to change their objectives or decide 

they no longer want to do IGAs

May want it to become something it can’t become, or 

cut its capital allocation

7) NGO management issues

NGO may try to make the IGA subject to totally unreal-

istic management involvement

May try to manage it just like any other NGO program

May force managers to spend a lot of time involved in 

NGO management

May interfere with the IGA management decisions

Summary

1) IGAs are businesses and need to be managed as 

such

2) Planning in detail is vital

3) You have to understand what you are trying to do 

and put in place the right staff to deliver those ob-

jectives 
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PART V

MARKETING A BUSINESS VENTURE
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1, Definition:

Marketing is the management process that identifies, 

anticipates and satisfies customer requirements prof-

itably’ (The Chartered Institute of Marketing)

Marketing is the use of particular tools and strategies 

to promote a message, concept, or product. It allows 

you to create your own message to distribute to an au-

dience in order to develop a relationship with them.

Why Market? It enables you to spread the word about 

your Venture. Marketing will help you educate the com-

munity, recruit more volunteers, and hold more effec-

tive fundraisers.

The Four Ps of Marketing are the building blocks 

upon which businesses organize their marketing deci-

sions.

PROD- PRICE

PROMO-PLACE

What is your product 
or service?  How does 
it relate to your ven-

How much will you 
charge for your prod-
uct or service? What 
are you asking of your 

How will people be-
come aware of your 
product or service?

Where will you sell 
your product or where 
will your event occur?
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2, Steps of marketing

2.1 Establish Your Audience. Base your marketing 

approach on the particular audience you’re communi-

cating with. You’ll communicate with potential new 

members differently than old members, and with adults 

differently than young children. Think about: Who are 

you marketing to? How do you want them to respond? 

What is your message? How do you deliver it? Use the 

tip sheet “How to Market Your Venture,” to map these 

ideas.

2.2 Mission Statement

Unlike a vision statement, which describes the ulti-

mate dream of your Venture, a mission statement 

should say what the Venture does and what goals it 

is working to accomplish. A mission statement can also 

set the direction, tone, and framework for the team. A 

mission statement should:

Answer the question, “Why do we exist?”

State broad goals and explain what your Venture 

hopes to achieve.

Explain the Venture’s essential nature and what it 

values.

Be general enough to adapt to changing needs and 
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circumstances.

Be concise, typically 1-5 sentences long.

Inspire commitment, innovation, and courage.

Be a statement you intend to share with the public.

3.3 Brainstorm about your mission statement.

If you are having trouble writing a mission statement 

for your Venture, get together as a group and brain-

storm.

Here are a few questions your Venture team can ask 

each other:

What opportunities, needs, or problems does our 

Venture Team address?

What is our Venture Team going to do to address 

these needs?

What principles and beliefs guide our Venture 

Team’s work?

Where do we want our Venture to be in five years?

3.4 Start noticing mission statements.

It may be helpful to look at mission statements from 

businesses and non-profit organizations. A quick visit 

to a company’s website usually reveals their mission 

statement. Here are some actual examples of mission 

statements.
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Nike: To bring inspiration and innovation to every ath-

lete* in the world. *If you have a body, then you are an 

athlete.

FYCB: To mainstream Multi-artistry, Information Tech-

nology and Youth Social Entrepreneurship as avenues 

for developing young media artists, IT Professionals 

and business Entrepreneurs for socio-economic re-

form. 

4. How to Market Your Venture

The goal of marketing is to raise awareness of your 

Venture and your Venture’s activities. Raising aware-

ness will help your Venture recruit more volunteers and 

increase community involvement in and support for 

your Venture. This is especially important if you are 

selling a product or service or if you want high atten-

dance at events. Use the following to map out your 

marketing strategy.

Who is your primary target? 

What message do you want to reach your target?

How will you reach this target? How will your Venture 

stand out from the crowd?

What practices or ideas will you avoid? How can you 

market inexpensively or for free?

Who on your Venture Team is responsible for market-
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ing?

How will you know your marketing efforts have been 

successful?

5. Marketing techniques 

5.1 messaging 

Anytime that you talk about your Venture you are doing 

messaging. Messaging happens in person, over the 

phone, and via email. It can be intimidating to talk 

about your work with strangers, so it is important that 

you are prepared to communicate your Venture’s mes-

sage. Below are some basic steps and tips for suc-

cessfully messaging.

1. Know your Venture’s mission, purpose and goals.

2. As a Venture team, develop a 60 second “elevator 

speech” that captures your message. If you can’t de-

scribe the main points of your Venture in 60 sec-

onds, the listener may lose interest.

3. Change your presentation depending on the audi-

ence, but always keep the key information the same. 

Make sure not to change anything about your Ven-

ture but, rather, highlight points that you feel will be 

the most interesting to your audience.

4. Repeat your message as often as you can, to as 
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many different audiences as possible.

Show an interest in the audience by asking questions 

about their organizations and opinions.

Communication is only about 10% verbal. Body lan-

guage is just as important as the verbal aspects of 

messaging. Crossed arms and legs can symbolize 

disagreement or resistance, and leaning away from 

your audience instead of toward them while you’re 

speaking can communicate disinterest or a lack of 

engagement in the conversation. However, main-

taining eye contact and nodding can show your au-

dience that you are actively engaged.

5.2 Elevator speeches 

“Elevator speeches” aren’t always delivered in an ele-

vator. They can happen while standing in line at a cof-

fee shop, as you are leaving a meeting, or any other 

time you have just a short time to tell someone impor-

tant the main concepts of your Venture. Elevator 

speeches should be no longer than 60 seconds and 

contain only the most relevant information for someone 

just learning about your Venture.

To create your own elevator speech, answer the follow-

ing questions.
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What does your organization do?

Why does it do it?

Where has your organization been?

Where is it today?

Where is it headed in the future?

What do you need to get there?

Write this out, practice it, and read it aloud until you’ve 

got it down to 60 seconds.

Although it’s most important to have the information 

correct, another key factor in elevator speeches is pas-

sion. An elevator speech is your chance to show your 

excitement about the work your Venture is doing and to 

get the other person interested. 

5.3 Public speaking

When speaking in public, it can be hard to remember 

everything that you want to say or to say it in a way 

that is both powerful and easy for the audience to un-

derstand. Writing, and practicing, a speech is a good 

way to make sure that your audience gets all the infor-

mation in a logical, easy to follow format. Below are 

some suggestions to think about when writing a 

speech, or preparing for your Youth Venture Selection 

Panel.
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Structuring a Speech

When writing and delivering a speech, it is often helpful 

to think of the three separate parts of the speech— the 

beginning, the middle, and the end—and how to keep 

the audience engaged during each part.

Beginning

The first 30 seconds are the most crucial to engaging 

the audience’s interest.

Grab the audience’s attention by starting out with a 

story, quote, or appropriate joke.

Middle

Your main points should be organized in a logical man-

ner to make it easy for audience members to follow 

along.

Make your speech conversational by using words and 

phrases that you’re comfortable with.

End

Summarize the main points of your speech, placing 

emphasis on ideas you want the audience to take 

away with them.

Choose your final words carefully. Leave audience 

members with a final thought that encourages them 

to think further about your topic.
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Transitions

Transitions are cues to your audience that you’re mov-

ing from one thought or point to another. To help your 

speech flow well, consider using some of the following 

transition words:

 Furthermore

 In addition

 Therefore

 For example

 In other words

 On the other hand

 Besides

 Even more

 Despite

 Even though

 Regardless

 Either way

 Instead

 Because

 As a result

 For this reason

 With this is mind

 In that case
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Quick Tips for Giving a Great Speech

Be animated, but not too animated. Moving around, us-

ing hand gestures, smiling, and drinking water are 

all ways to show you’re excited and engaged in 

your speech. Rocking back and forth, twirling your 

hair or fidgeting show the audience you’re nervous. 

Be aware of what your body language is saying.

Make eye contact with the audience.

Get involved with and feel passionate about your 

speech. If you’re interested, your audience will be, 

too!

Prepare note cards with an outline of your speech to 

use in case you get off track.

Nervousness: It’s normal to be nervous. Luckily, there 

are several ways to overcome it!

Practice: Practicing is the best way to familiarize your-

self with your speech and be comfortable while de-

livering it.

Breathe: Even if you are nervous, don’t announce it. 

Just take a deep breath or two and compose your-

self. A few deep breaths can go a long way to 

soothe nervousness.

Self-talk: Remind yourself that you are a good speaker 

and that by giving your speech you will bring more 
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awareness to your organization.

Encouragement: Realize that people want you to suc-

ceed. Audiences want you to be interesting, infor-

mative, and entertaining. They don’t want you to 

fail.

Other 25 Marketing strategies

The following is a list of twenty five ways to market 

your Venture. Some of these options may be more 

relevant to your Venture than others. This isn’t an ex-

haustive list; be creative and keep developing new 

ways to let people know about your Venture!

1. Create a website for your Venture. This can be 

done through Youth Venture. Because so many peo-

ple visit the Youth Venture website, this is a good 

way to make sure that your Venture gets as many 

hits as possible. 

2. Write a newsletter that you send out periodically—

by email or regular mail—to update people on your 

Venture’s activities.

3. Keep a blog about your Venture. This is also possi-

ble through the Youth Venture website.

4. Keep a bulletin board with up-to-date information 

about your Venture.
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5. Develop a logo that people will recognize and asso-

ciate with your Venture.

6. Create T-shirts, pens, and other merchandise with 

your name and logo.

7. Create posters and ask permission to hang them in 

your school, at local businesses, and around town.

8. Set up informational tables during school lunches, 

in student unions, or at community events.

9. Create a large sign with your logo for your table.

10.Distribute your business cards whenever you can. 

11.Learn how to talk about your Venture—then tell eve-

ryone about it!

12.Use testimonials. Ask someone supportive for a 

quote about your Venture and then include that 

quote in flyers, newsletters, and other promotional 

materials.

13.Create a video that highlights your Venture’s activi-

ties. You can post this video on your website, show it 

at events, and distribute it to supporters and poten-

tial supporters of your Venture.

14.Hold events that appeal to many types of people.

15.Write a press release whenever big events or activi-

ties occur and send it to local newspapers, TV sta-

tions, and other types of media.
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16.Invite local newspapers to your Venture’s events.

17.Advertise upcoming events on the local radio or in 

local newspapers.

18.Publicize events and meetings on your school’s 

morning announcements or in your school’s news-

paper.

19.Call people directly on the phone to tell them about 

upcoming events.

20.Use free classified ads on the Internet or in local 

newspapers.

21.Take pictures at all of your events. These pictures 

may come in handy later when you’re creating flyers 

and brochures.

22.Connect with already-established organizations that 

would be willing to talk about or support your Ven-

ture.

23.Send flyers and brochures through email or regular 

mail to as many people as possible.

24.Barter your service/product for other services/

products that your Venture needs.

25.Mail postcards to community members to advertise 

your Venture and request donations.

26.Offer gift certificates or coupons for free or reduced-

cost products and services.
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7. Marketing tools

7.1 Flyer 

Size: What is the best size for your flyer?

Small handouts are a ½ page or smaller with basic 

information. This type of flyer is more suitable for mass 

distribution at community events

Display flyers are a page long with more detail and 

are suitable for posting on community bulletin boards 

or for mailing. You may want to repeat contact/event 

information for people to tear off and take with them.

Distribution Ideas: Where and when are you going to 

distribute your flyer?

You won’t likely be able to put your flyers on every bul-

letin board across town. What locations is top priority?

Who: Think about the people you want to reach. 

Where do they live, shop, work, and spend their free 

time? Where are they most likely to see your flyer? 

What community events do they go to (i.e. sporting 

events, parades, fairs, meetings)?

Where: It’s often best to decide where you are going 

before you start. It’s a good idea to check with the 

owner or an employee before posting your flyer to en-

sure your flyer will not be taken down. They may let 

you leave a pile of handouts, too.
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For safety and efficiency reasons, it’s good to always 

distribute flyers in pairs or groups.

How: For printed flyers you can make copies at copy 

centers like Press Print or Neat Prints. After thinking 

about where you are going to post your flyers, you can 

better estimate how many flyers you will need and 

avoid printing too many. You can also mail and e-mail 

copies of your flyer to partner organizations or support-

ers and ask them to post the flyer at their establish-

ment.

When: How far in advance do you want to distribute 

your flyers? How much time will people have to see 

your flyer and put it in on their calendar?

7.2 Business letter 

Always include the name of a specific individual at the 

organization you are writing to.

The salutation is always formal and includes the recipi-

ent’s last name.

The body of your letter should be written in block for-

mat. Do not indent the paragraphs.

Business letters should never be handwritten.

Include a professional closing such as “Sincerely”

Make sure to include a handwritten signature.
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Be sure to include your address, phone number, and 

email (either in the letterhead or at the end of your let-

ter).

Don’t worry if your letter does not take up the whole 

page. Don’t try to expand your letter to fill the page by 

including unnecessary information. 

Below is a template of a business letter.
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Template 

May 12, 2010

Armstrong Dave

CARR street New Town Limbe

Dear Mr. Dave:

Start out your business letter with a friendly greeting. 

Use this first paragraph to state the main point of the 

letter, but do not go into detail.

The second paragraph should be used to expand on 

the main purpose of the letter, with background infor-

mation, statistics, and other supporting information.

Make sure that your sentences are clear and concise.

The closing paragraph restates the purpose of the let-

ter, and tells the reader what actions or steps will occur 

next. Thank the reader for his/her time. In a business 

letter, remember to always be polite and check your 

work for spelling and grammar mistakes.

Sincerely,

Flora Samson

Cow Street Bamenda

NWR Cameroon
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7.3 Create online News later

Distributing a newsletter online is a great way to reach 

your supporters. Most people have email accounts, 

and sending your newsletter via email is cost-efficient 

and saves time. Below are some tips for writing and 

distributing your newsletter.

Tips for Writing Newsletters

Know your audience: Make sure your writing speaks 

to the audience you hope to reach. An internal newslet-

ter for your Venture Team should be quite different from 

a newsletter targeted to the local business community.

Keep it interesting: Many organizations send out 

newsletters. Keep yours engaging to ensure people 

read it.

Stick to the current events: Keep the articles and 

stories in your newsletters up to date so your readers 

will feel like they’re learning new things, not re-reading 

the same old news.

Make titles stand out: Most readers won’t take the 

time to read your whole newsletter, so make them

“Skimmable.” Use short sentences, titles that are self-

explanatory, and bullets to illustrate your point.

Make it easy for people to get the information they 

want without spending a lot of time reading.
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Stick to your deadlines: Newsletters that are sent out 

on a regular basis are much more likely to be read than 

those that are sent sporadically. Decide if you want to 

create a monthly, bi-monthly, or quarterly newsletter 

and get it out on time. If you stick to your deadlines, 

readers will know to look for your newsletter and will be 

more likely to read it.

Tips for Distributing Newsletters 

Have a strategic contact list: Make sure that your 

newsletter is only going to those people who have sub-

scribed to it. Individuals who don’t know about or aren’t 

interested in your work are unlikely to read an email 

about it.

Make sure the sender’s name is recognizable: If the 

sender’s name on the email is the name of your organi-

zation, it is more likely that people will open and read it, 

rather than delete the email. Many people don’t accept 

email from unknown senders.

Keep subject lines relevant: The subject line should 

also include a reference to your Venture.

If the subject line is too general, people may not recog-

nize it. A consistent format for the subject line will help 

solve this issue. For example, the subject line could 

read, “Running for a Reason June Newsletter” to avoid 
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any confusion.

Good content is the key: The newsletter should in-

clude well-written text, as well as eye-catching photos 

and graphics to grab the reader’s attention. Be sure to 

include bolded headlines and captions with all photos 

so readers can skim and get a quick update.

Make it easy to unsubscribe: Although you don’t 

want to lose readers, it’s important to give everyone 

the option to unsubscribe to your newsletter if they 

don’t want to receive it.



137

PART VI

EXISTING POTENTIAL PLATFORMS AND FUN-

DERS SUPPORTING YOUTH’S INITIATIVES IN 

CAMEROON AND INTERNATIONALLY 
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Most often, developing a business or project 

plans may be an easy thing to do but looking for poten-

tial funders to finance your business idea becomes a 

challenging and tedious exercise. Although most of 

these programs have long existed but have little influ-

ence on youths since they are not generally aware of 

their existence. However, the programs comprise the 

following:

1. PACD/PME:

This program is under the Ministry of small and 

Medium sized Enterprises (SMSE) that promote entre-

preneurship at the level of financing small and medium 

sized businesses. Currently there are 3 partners fund-

ing the program whose total cost is valued at 11.283 

Billion FCFA MINPMEESA, FC/HIPC and the promot-

ers.  

This program has as goal to promote the crea-

tion and the development of Small and Medium Sized 

Enterprises (SME) that process and conserve local 

products for mass consumption. 

Specific objectives of these programs are:

To identify in the various regions of the country 150 

projects of SME that process and conserve local 
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products of mass consumption

Support the setting up and development of 150 

SME

Accompany the 150 units

Besides the agricultural sector, this ministry also sup-

ports businesses in other industries:

Meal and fish industry 

Cocoa, coffee tea. Sugar industry

Milk fruit vegetable industry

Brewing industry

Tobacco industry

Textile ,tailoring industry

Leather and shoe industry

Rubber production and others

This support under the above mentioned projects in 

this ministry ranges from 10,000,000 to 100,000,000 

FCFA . you are advised to contact the nearest regional/

Divisional delegation of SMS around your area for re-

quired forms and your project/business plan

PAJER U Program: This is a program under the minis-

try of youths Affairs that supports youth run projects in 

the informal sector. This program provides low interest 

loans to youths to start-up small scale businesses. 
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Youths are expected to contact the nearest delegation 

of youth’s Affairs in their locality for the documents re-

quired and other procedures. This program support 

youth initiatives that range from 100,000 up to 

1,000,000FCFA.

Junior Enterprise program: this program also runs 

under the Ministry of Youths Affairs and supports me-

dium sized enterprises for youths in the informal sector. 

Youths are requested to contact the nearest delegation 

of Youths Affairs in their various Localities. This support 

under this program is up to 10,000,000 FCFA.

PIAASI Program:

This program is operational under the Ministry of Em-

ployment and vocational Training. It is a program that 

also supports projects under the informal sector. With 

this program, low interest loans are given to youths to 

support their small scale projects. This program sup-

port youth initiatives that range from 100,000 up to 

1,500,000FCFA. Contact the nearest delegation of em-

ployment and vocational training in your area for the 

requirements 
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The National Employment Fund (NEF)

This is a body created by the governments that takes 

care of the youths and employment related issues in 

Cameroon. They also supports youth projects at all lev-

els and for more information about the procedures, 

contact the nearest NEF office in your area.  NEF sup-

port ranges between 5,000,000 and 10,000,000 FCFA

Association for Development in Cameroon 

(ASDECA)

This is another platform for supporting youth’s initiative 

in Cameroon that was recently created. This entity has 

as objectives to promote:

Peace and social cohesion through sound democratic 

processes

Socio-professional re-insertion

Employment and youth Auto-employment

National and international solidarity 

This entity has regional representation in most of 
the regions of Cameroon and you can contact by 
visiting their website @ www.asdeca.com or 
email asdeca.swr@gmail.com
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ACEFA: Program for the Improvement of the Com-

petitiveness of Family Agro pastoral Farms 

ACEFA is a program that is running under the Ministry 

of Agriculture and Rural Development and Ministry of 

Livestock, Fisheries and Animal Industry. It provides 

grants for projects developed by CIGs and Associa-

tions that have existed for 2 years and above.   It shall 

be implemented in the following five regions of Camer-

oon: North, Adamaoua, West, South West and South 

Regions. 

This program has a lifespan of 4 years

Access Conditions

Groups that desire this to benefit from this program 

should:

Design a project 

Have been legally existing for at least 2 years 

Function normally (GA, executive bureau)

At least 75% of  members should be permanently 

residing in the project locality 

Have an accounting and financial organization

Amount and condition for Funding

The maximum amount of the subsidy granted by 
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ACEFA program is 85% for request f amounts ranging 

from 500,000 – 6,000,000 FCFA while the minimum 

contribution of the group is 15%

The Types of Projects eligible for funding

Projects that are funded fall in the following two cate-

gories:

Economic project that have a measurable impact on 

production, product quality and income

Environmental programs that have and impact on 

conservation of natural resources (soil, water, 

forest, animals etc.)

Categories of Productive Projects

Hydraulic infrastructure and equipment

Production Infrastructure and Equipment

Agricultural product conservation and processing 

equipment

Production and marketing infrastructure

Production material

Transportation and treatment equipment

The cost of construction of infrastructure and specific 

amenities geared towards the sustainability of pro-

duction systems the protection of the environment, 

soil and water management and conservation.. 
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Submission of files

Complete the application files and submit to the Divi-

sional Delegations of MINADER and MINEPIA of 

North, Adamaoua, West, South West and South Re-

gions. 

You can also contact the information, forms and the 

documents needed to compile the project file for sub-

mission. 

Platforms in the Various Embassies

Some embassies in Cameroon due have support pro-

grams for youth initiatives. While youths well be ad-

vised to contact or approach the various embassies, 

the following embassies have some programs that can 

be of benefits to youths:

US Embassy 

This embassy has two potential funding opportunities 

which are:

United States Ambassador’s Special Self-Help Fund

Democracy and Human Rights Fund (DHRF)

UNITED STATES AMBASSADOR’S SPECIAL SELF-

HELP FUND
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The United States Ambassador to Cameroon has a 

special fund for small community projects which fall un-

der the following three categories: water supply and 

sanitation; social services; and social assistance.  The 

demand for Self Help funds is very high and well above 

our funding capacity.  Consequently, the priority is only 

given to projects which best meet the program’s objec-

tives.  The maximum support available for most pro-

jects is 5,000,000 francs CFA and a single community/

group cannot receive more than one grant in a given 

funding period.

Program Categories

1 - Category 1: Water Supply and Sanitation 

* a - Safe Water Access 

* b - Basic Sanitation 

2 - Category 2: Social Services 

* a - Vulnerable Children 

* b - Victims of Torture 

* c - Other Targeted Vulnerable Groups 

3 - Category 3: Social Assistance 

To be eligible for funding your project must meet 

the following criteria:
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The project must be initiated by the community and 

should benefit the community by increasing income, 

improving rural infrastructure or improving living 

conditions.

The project should be high impact, quickly imple-

mented, and able to benefit a larger number of peo-

ple.

The project must be completed within one year without 

requiring further Self-Help assistance.

The project must involve a significant local contribution 

in cash, labor, or material.

The project should be within the ability of the commu-

nity to operate and maintain.

For more information about this opportunity contact the 

Embassy through the following

Coordinator: Tasneem Nahar; na-

hartx@state.gov

Assistant Coordinator: Elizabeth Ehabe; eha-

beea@state.gov

Office Hours: Monday through Thurs-

day 7:30am - 5:00pm
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Friday 7:30am-12:30pm

Telephone: 22-20-15-00: Ext. 4491 (Ms. 

Nahar) & 4171 (Mrs. Ehabe)

Fax: 22-20-15-03

Democracy and Human Rights Fund (DHRF)

The United States Embassy in Cameroon's Democ-

racy and Human Rights Fund (DHRF) provides as-

sistance through grants to indigenous organizations 

that will implement small, short-term, highly targeted 

activities designed to show measurable results with 

an emphasis on change in support of human rights 

and democratic institutions.

Grantees are expected to:

Complete the Activity within twelve months of signing 

the Activity Agreement,  

Adhere to the terms and conditions of the Activity 

Agreement,  

Maintain basic financial records for the duration of the 

funded activity, and for a period of three years after 

submission of their final invoice,  

Submit receipts on a timely, preferably monthly, basis 

to the DHRF Office,  
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Ensure that expenditures are supported by adequate 

documentation,

Ensure that funds are expended for their intended pur-

poses, and 

Close out the activity by submitting any previously un-

submitted receipts, returning any unexpended ad-

vance of funds, and reporting on the activity's re-

sults.

Not exceed $25,000.

Proposals must:

Be generated in the field within the country context and 

be based on specific requests from indigenous or-

ganizations (excluding the Executive Branch),

Clearly describe how the activities will be managed 

and the activities and expenditure timelines are in-

ternally consistent and reasonable,

Identify anticipated results,

Be completed within 12 months

How to apply:

Contact the embassy for project forms through the fol-

lowing addresses:

Coordinator: Tasneem Nahar, na-

hartx@state.gov
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Assistant Coordinator: Elizabeth Ehabe; eha-

beea@state.gov

Office Hours: Monday through Thurs-

day 7:30am - 5:00pm

Friday 7:30am-12:30pm

Telephone: 22-20-15-00 Extensions 4491 

(Ms. Nahar); 4171 (Mrs. Ehabe)

Fax: 22-20-15-03

Website: http://yaounde.usembassy.gov/

The British High commission:

The British High Commissioner also provides funding 

for projects and they focus on the following activities:

Democracy and Human Rights

Environmental protection 

For more information about their funding priorities, pro-

cedures and criteria, contact the British High Commis-

sion through the following persons:

Abel Akara Ticha

Communications Manager
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Tel: +237 22 22 05 45, +237 22 22 05 45, +237 22 22 

07 96, +237 22 22 07 96

Fax: +237 22 22 01 48

Email: abel.akaraticha@fco.gov.uk

Arrey Elvis Ntui

Projects Manager

Tel: +237 22 22 05 45, +237 22 22 05 45, +237 22 22 

07 96, +237 22 22 07 96 

Fax: +237 22 22 01 48

Email: elvisarrey.ntui@fco.gov.uk

Karin Kelen Ndzelen

Communications and Projects Assistant

Tel: +237 22 22 05 45, +237 22 22 05 45, +237 22 22 

07 96   +237 22 22 07 96 

Fax: +237 22 22 01 48

Email: karin.ndzelen@fco.gov.uk
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Conclusion

The most powerful force for eradicating poverty and 

creating opportunities is broad base economic growth/

sustainable growth that come when entrepreneurship, 

infrastructure, investment and trade are encouraged. 

Speaking at the United Nation’s Summit on the Millen-

nium Development Goals (MDGs) in September 22, 

2010, president Obama released the long-awaited pol-

icy which came down firmly in favour of entrepreneur-

ship as the most powerful force for creating growth 

(See pages 14-15 for more for more enlightenment 

on the UN Summit on the MDGs on 22, September 

2010 ).

However, promoting entrepreneurship in Cameroon 

requires much more than micro-financing. The chal-

lenges most enterprise promotion programs face in 

Cameroon is growth stemming from the focus on only 

one aspect of entrepreneurship which is Micro financ-

ing, leaving out the initial aspect of entrepreneurship 

which is proper training, and post financing aspect the 

business support services to beneficiaries of such pro-

grams. Other problems faced by these problems are 

socio-cultural barriers, lack of qualified staff and trans-

parency in selection procedures. 
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Just like farming that requires a proper site prepara-

tion for effective planting and yielding of crops, promot-

ing entrepreneurship also requires a proper training 

and nurturing of the target group/ beneficiaries for suc-

cess to be realized. This training prepares the target 

group/beneficiaries of the entrepreneurship program  

and enable them develop those enterprising qualities, 

skills and potentials to survive in a business environ-

ment. Hence developing that entrepreneurial  spirit and 

culture in them is the key.

For enterprise promotion programs to succeed in re

-enforcing entrepreneurship, a proper training targeting 

specific business/enterprise development and manage-

ment skills should be designed and implemented by 

entities and stakeholders involved, followed by busi-

ness support services to target group or beneficiaries.  

This is however, the best way to mitigate the level of 

risks involved in investing in such programs It has been 

noted that these enterprise . 

This edition of the E-BUSINESS TOOLKIT has 

been designed to guide each and every individual who 

whishes to stat-up a business in what ever sector he/

she wishes to whether or not he is an expert in that 

field. It has a set of practical strategies you can follow 
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in planning and managing a business, over 100 (see 

page 37) , business ideas/projects to choose from,  a 

way you can possibly market your business idea to 

both customers/clients and to stakeholders  involving 

some 25 way to succeed, and platforms in Cameroon 

that support business initiatives. 

This toolkit help stakeholders for enterprise pro-

grams to prepare and implement a successful entre-

preneurship program, as well as really explains in de-

tails what entrepreneurship is all about and how best it 

can be promoted. This is through the examples of the 

most successful enterprise promotion programs in the 

world: IG and PTB (see page 28) 

Another very interesting thing entrepreneurship can 

do is its ability to enhance the sustainability of NGOs/

non for profit organization through the establishment of 

IGA (see page 73 for structure of IGA designed for 

NGOs). This strongly depends on knowing the differ-

ences between the various types of IGAs in which the 

most recommended type for NGOs in  Profit and Social 

(see Page 68 For types of IGAs). By adapting an IGA 

as a sustainability plan of an NGO and its programs, it 

saves the NGO time and resources used to seek fund-

ing which is only 25—30% successful annually. This is 
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the only way most NGOs can be sustainable.

However, this book is the most essential tool for 

every managers of social/commercial enterprises and 

individuals wishing to venture in any type of a business 

initiative.
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Appendices 

I Literature Review/References

Youth Entrepreneurship: Meeting the Key challenges 

final paper (2005) by Francis Chigunta Wolfson Col-

lege, Oxford University, England (2005)

Concepts of Enterprise management By Edward Allen: 

Definition of IGA

Youth Entrepreneurship and Leadership in  (2009) by 

Lochana Sijesinghe,

Youth Entrepreneurship : Opportunities and Chal-

lenges (2009) by Ediola Pashollari the SG of World 

Assembly of Youths)

Weeks and Kenyon, (2000),

Entrepreneurship and policy making  by Walt Disney 

(2005)

100 project Ideas by the National Employment Fund 

publication 2010

National Emplyment Fund

Youth Venture www.youthventure.org

Score website: www.score.org

Definition of Entrepreneurship by Echoing Green web-

site: www.echoinggreen.org/fellows
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II Contributors and viewers 

After the writing of this book, the first draft was sent to 

some individuals for review and comments in which a 

lot of new ideas contributed by viewers spiced the con-

tents of this book that made it worth a book to read. 

These individuals conclude the following:

Janna Bieker (Germany): Janna was a German stu-

dent on internship with ADA who reviewed the first draft 

and made so many comments and also contributed a 

lot of new ideas.

Assah Gideon Programs Director of OGCEYOD 
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Requirements for Registering an Enterprise in 

Cameroon
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Requirements for Legalizing and Association and 

Common Initiative Group (CIG)
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About FYCB

The Foundation for Youth Capacity Building (FYCB) is 

youth run organization made up of dynamic young 

Cameroonians with pooling of talents and intellectual 

resources, mobilized to explicitly address the problems 

of Multi-artistry and Information Technology through 

performance and Capacity Building Initiatives (PCBI). 

Vision

Envisage Enhanced Development in the Arts/

Entertainment & IT Industries in Cameroon through 

Youth integration for economic social and sustainable 

Development

Mission Statement 

To mainstream Multi-artistry, Information Technology 

and Youth Social Entrepreneurship as avenues for de-

veloping young media artists, IT Professionals and 

business Entrepreneurs for socio-economic reform.

Development strategy

FYCB key focus areas require a special kind of devel-

opment appraisal known as Multi-Artistry and Infor-

mation Technology for Youth Development

(MAINTEYOD), FYCB has developed 4 programs 

which are corporate, social and talent sourcing pro-

grams that constitute the pillars of its development ap-
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praisal to back-up our vision and mission and those 

programs constitutes the following:

Performing Arts and Cultural Development Program 

(PACDP)

Youth Social Entrepreneurship Program (YSEP)

Information Technology and Computer engineering 

Program (ITCEP)

Multi-Media Production and Distribution Program 

(MPDP)

Website: http:/www.fycbcam.webs.com   

About The Sponsors
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